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PREFACE 

This  study  illustrates  the  growing  area  of  cooperative  research  between 
personnel  of  the  Metrketing  Reseetrch  Division,  Agricultural  Marketing  Service, 
and  Utilization  Research  and  Development,  Agricultural  Research  Service. 
Social  and  physical  scientists  combine  their  talents  to  provide  answers  con- 
cerning the  commercial  feasibility  of  new  products  developed  by  utilization 
researchers  of  the  U.  S.  Department  of  Agriculture.  The  social  scientist 
appraises  the  commercial  feasibility  of  a  new  product  in  terms  of  its  accept- 
ance by  consumers,  the  effect  of  this  product  on  other  agricultural  commodi- 
ties, the  pricing  structures  involved,  and  the  ultimate  effect  of  the 
innovation  upon  producer  retiorns.   The  physical  scientist  is  interested  not 
only  in  the  consumer  acceptajice  of  the  new  product  in  terms  of  sales,  but  in 
consumer  reaction  to  the  product  as  to  size  of  package,  directions  for  use, 
utilization,  and  other  household  problems.   If  problems  relating  to  these 
factors  arise,  researchers  axe   provided  with  guides  for  further  developmental 
work. 

A  primary  objective  of  this  type  of  cooperative  research  is  to  provide 
producers,  processors,  and  others  with  facts  concerning  the  market  possibili- 
ties for  the  new  product  being  tested  so  as  to  enable  them  to  make  production 
and  marketing  decisions.   In  this  study,  several  such  groups  cooperated  in 
the  conduct  of  this  research. 

The  following  organizations  of  the  State  of  Maine  and  the  U.  S.  Depart- 
ment of  Agriciilture  cooperated  in  the  study: 

The  Maine  Agrlcult\iral  Experiment  Station  helped  plan  the  project, 
assisted  in  the  field  phase  of  the  project,  and  acted  as  coordinator 
among  the  other  Jfeine  agencies  participating  in  the  project. 

The  Maine  Potato  Commission  provided  the  raw  materials  to  be  processed 
into  potato  flakes  and  the  funds  for  packaging  and  distributing  the 
test  product,  extended  the  services  of  their  advertising  agency  for 
preparing  the  advertising  and  promotional  materials,  and  provided  the 
fionds  for  the  advertising  and  promotional  campaign  in  the  market  test 
area. 

The  Maine  State  Department  of  Agriculture  provided  the  services  of 
merchandising  specialists  who  worked  directly  with  wholesale  and 
retail  operators  in  distributing  the  test  product  as  well  as  working 
on  the  package  design  of  the  product. 

The  Eastern  Utilization  Research  and  Development  Division  of  the 
Agricultural  Research  Service,  developers  of  the  product,  processed 
the  test  product  and  consulted  on  the  package  requirements.  In  addi- 
tion, this  Division  provided  technical  supervision  and  consultation 
in  all  phases  of  the  market  test. 

The  Market  Development  Branch,  Marketing  Research  Division,  AMS, 
assumed  overall  responsibility  for  coordiniation  of  all  phases  of  the 
market  test,  conduct  of  research,  analysis  of  data,  and  publication 
of  final  results. 
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POTATO  FLAKES— A  IIEW  FORM  OF  DEHYDRATED  MASHED  POTATOES: 

MARKET  POSITION  AI'TD  CONSUMER  ACCEPTAI-ICE 

IN  BINGHAMTON,  ENDICOTT,  ATID  JOHTISON  CITY,  imi   YORK 

By  Philip  B.  Dwoskin  and  Milton  Jacobs 
Market  Development  Branch 


SUMMARY 

A  market  test  for  potato  flakes,  a  new  form  of  dehydrated  mashed  potatoes 
developed  hy  the  Eastern  Utilization  Research  and  Development  Division,  Agri- 
cultural Research  Service,  was  conducted  in  the  triple-cities  area  of  Binghamton, 
Endicott,  and  Johnson  City,  N.  Y.,  during  the  summer  of  1956.  Assessment  of 
the  commercial  possibilities  of  potato  flaltes  was  determined  by  a  combination 
of  two  techniques — retail  store  audit  and  consiimer  survey 

Virt\xally  the  entire  supply  of  potato  flakes  available,  or  about  900  cases 
(2k   boxes  per  case,  h   servings  per  box),  was  sold  in  a  5-'week  period.  The  sales 
of  potato  flaJces  represented  more  than  28,000  pounds  on  a  fresh  equivalent  basis, 
or  about  a  half  week's  average  sales  of  fresh  potatoes  in  the  area. 

By  the  end  of  the  test  the  availability  of  potato  flakes  in  stores  was 
known  to  about  50  percent  of  the  homemakers  in  the  triple  cities.  The  advertis- 
ing and  promotional  campaign  was  confined  to  the  first  k   weeks  of  the  market 
test. 

About  1^  percent  of  all  households  in  the  market  test  area  bought  potato 
flakes  at  least  once.  A  sizable  proportion  (30  percent)  of  nonbuyers  gave 
reasons 'for  not  buying  that  permitted  considering  them  as  potential  buyers. 

About  60  percent  of  the  homemakers  who  bought  the  product  made  repeat 
purchases .  About  half  of  the  onetime  buyers  gave  reasons  that  could  be  inter- 
preted as  meaning  that  they  were  potential  repeat  purchasers.   It  is  estimated 
that  repeat  purchases  of  the  product  accounted  for  7.6  pounds  per  household  on 
a  fresh  potato  equivalent  basis  during  the  5-'^^eek  test  period. 

The  consumer  survey  data  point  to  a  strong  positive  reaction  toward  the 
product: 

Nine  in  10  homemakers  who  had  bought  the  product  expressed  general  satis- 
faction with  potato  flakes.  Almost  8  in  10  homemakers  reported  that  their 
families  reacted  favorably. 

A  similar  proportion  of  homemakers  were  satisfied  with  its  taste  and  tex- 
ture in  its  reconstituted  form. 
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Aside  from  taste  axid  texture,  horaemakers  were  impressed  v;ith  the  product's 
convenience.  A  large  proportion  mentioned  that  it  vas  easy  to  prepare  and  that 
it  was  a  time  saver. 

Families  having  k   or  less  members  were  more  satisfied  with  the  adequacy  of 
servings  per  box  of  potato  flalces  than  were  large  families  (5  or  more  m.embers). 
As   a  means  of  extending  acceptability  of  the  product,  marketing  a  box  containing 
2  envelopes  each  holding  k   servings  of  the  product  is  suggested. 

Sales  of  processed  potatoes,  excluding  flakes,  increased  2k   percent  in  the 
audit  period  over  the  premarket-test  week;  with  flalies  included,  sales  were  63 
percent  larger. 

Potato  flakes  on  either  a  case  or  fresh  potato  equivalent  basis  outsold  all 
processed  potato  products  except  potato  chips  during  the  market  test. 

Consumer  survey  data  indicate  that  9  in  10  users  of  potato  flalies  and  8 
in  10  nonusers  might  purchase  the  product  if  it  becomes  available  on  the  market 


IIITRODUCTIOII 

Tackgroimd 

The  general  purpose  of  this  research  was  to  assess  the  potential  market 
for  potato  flal-ces  and  appraise  the  extent  to  which  this  outlet  might  assist  in 
expanding  the  market  for  potatoes . 

The  need  for  potato  product  innovations  arises  from  the  fact  that  for  the 
past  several  decades  potato  producers  have  been  losing  consxmer  markets  for 
their  product.   Illustrative  of  this  situation  has  been  the  steadily  declining 
per  capita  rate  of  potato  consumption.  With  rising  income  levels,  character- 
istic of  the  postvrar  period,  people  evidently  have  been  able  to  afford  the  more 
expensive  foods,  such  as  meats  and  leafy  green  vegetables.   In  addition,  higher 
incomes  have  accentuated  a  trend  toward  convenience  foods  which  has  further 
affected  adversely  the  consumption  of  fresh  potatoes. 

The  economic  position  of  the  potato  industry  has  been  further  weakened 
during  the  postwar  years  by  a  continued  high  level  of  production.  Despite 
drastic  reduction  in  potato  acreage,  a  phenomenal  increase  in  average  yield  per 
acre--an  increase  from  122  bushels  in  1939  to  more  than  250  bushels  in  1955-- 
coupled  \T±th   an  inelastic  demand  for  potatoes  has  resulted  in  low  prices  to 
producers  and  supplies  in  excess  of  market  requirements.  This  increase  in  yield 
was  brought  about  by  several  factors,  including  the  reduction  of  low  yielding 
acreage,  concentration  of  production  on  specialized  potato  farms,  and  improved 
cultural  practices .  l/ 


1/   'Production  Considerations  in  the  I956  Potato  Outlook."  Prepared  for 
the  33d.  National  Outlook  Conference,  ITovember  28-December  1,  1955i  ^7  Fruit  and 
Veg.  Statis.  Branch,  Agr.  Est.  Div.,  Agr.  Mktg.  Serv.,  U.  S.  Dept.  Agr.  (out  of 
print) . 
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Trends  in  Totato  Utilization 

Farm  disposition  of  the  potato  crop  has  changed  drastically  in  the  last 
several  decades.  As  recently  as  19^0,  only  67  percent  of  the  crop  was  sold  com- 
mercially. During  the  5  most  recent  seasons,  commercial  sales  have  averaged 
close  to  8^  percent  of  the  crop. 

On  the  utilization  side,  also,  there  have  been  considerable  changes.   In 
19^1-0,  only  5.^i-  million  bushels,  or  about  2  percent  of  the  potatoes  going  into 
food  use,  were  processed.  Most  of  this  processed  quantity  vent  into  manufac- 
ture of  potato  chips,  while  the  remainder  was  used  in  hash,  stews,  soups,  and 
potato  flour.   By  1956,  according  to  preliminary  estimates,  the  quantity  pro- 
cessed for  food  had  increased  to  about  65  million  bushels,  or  approximately 
22  percent  of  the  quantity  sold  for  food  use.   Of  this  amoimt,  k'^   million  bushels 
were  used  for  the  manufacture  of  potato  chips,  9  million  for  frozen  french  fries 
and  other  forms  of  prepared  frozen  foods,  6  million  for  dehydration,  3  million 
for  potato  flour,  and  a  little  over  2  million  for  other  uses,  such  as  canning, 
hash,  stews,  and  soups.   In  19^+0,  processors  of  food  purchased  1  bushel  out  of 
every  50  bushels  sold  by  growers,  whereas  in  I956,  they  purchased  1  bushel  out  of 
every  5«  2/ 

Although  consuraers  today  are  spending  about  the  same  proportion  of  their 
income  for  food  compared  to  the  prewar  period  1935-39^  "the  absolute  amount  of 
money  being  spent  for  food  has  increased  substantiaJLly  because  of  higher  and 
better  distributed  consumer  income.   One  factor  contributing  to  this  rise  is 
that  cons-omers  are  buying  more  services  with  their  foods .  This  includes  not 
only  increased  expenditures  for  foods  as  a  result  of  more  eating  out  in  restau- 
rants but  also  for  more  highly  processed  foods .  3/ 

Processed  potato  products  can  capitalize  on  increased  expenditures  for 
food,  especially  that  part  which  is  accounted  for  by  the  trend  toward  more  pro- 
cessed convenient- to-use  foods.  The  trend  toward  more  processing  is  already 
under  way  in  the  potato  industry  with  a  greater  proportion  of  fresh  potatoes 
being  utilized  for  processed  potato  products,  such  as  frozen  french  fries, 
potato  chips,  and  other  fonns  of  potato  food  products.   In  almost  all  instances, 
the  processing  h8,s  added  to  the  cost  of  potatoes  to  consumers;  yet  these  higher 
priced  processed  potato  products  have  continued  to  sell  at  increasing  volume  in 
the  last  several  years.   Considering  these  factors,  the  role  of  dehydrated 
■potatoes,  as  exemplified  by  the  potato  flake  process,  assumes  greater  importance. 
The  potato  flake  process  can  assist  the  potato  industry  in  maintaining  or  even 
increasing  per  capita  sales  by  providing  products  which  fit  into  an  economy 
characterized  by  rising  consumer  incomes. 

The  Eastern  Utilization  Research  and  Development  Division  developed 
potato  flal-ces — a  new  form  of  dehydrated  mashed  potatoes --with  the  expectation 
that  such  a  convenience  product  for  household  use  would  help  to  expand  miirkets 


2/  "U.  S.  Production,  Utilization,  and  Use  of  Designated  Potato  Crop." 
Hat.  Potato  Council,  I956. 

3/   ^'The  Tlarketing  and  Transportation  Situation,"  April  I956.  Agr.  I'!kti 
Scrv.,  U.  S.  Dept.  Agr.  (out  of  print). 
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and  extend  the  marketing  seo,son  for  potatoes .   It  is  a  product  that  fits  into 
tjie  post\-7ar  food  trend  for  convenient  food  products  for  the  housewife.   It 
appeai-s  also  to  be  a  product  of  high  quality.   It  has  good  flavor,  appearance, 
and  te:cture,  which  are  the  hasic  requLrements  for  a  good  mashed  potato.  A 
market  test  of  potato  flakes  was  undertalien  to  determine  its  acceptance  under 
actual  market  conditions. 


Potato  Flake  Trocess 

Developmental  work  on  the  potato  flake  process  oegan  during  the  suximer  of 
1953  at  the  Eastern  Utilization  Research  and  Development  Division  of  the  Agri- 
cultural Research  Service  at  Philadelphia,  Pa.  The  Eastern  Division  was  prim.a- 
rily  interested  in  a  dehydrated  mashed  potato  product  which  would  allow  for  the 
use  of  the  lower-solids -content  potatoes  gro-vm  in  Eastern  and  other  areas.   At 
that  time,  for  the  most  part,  only  high-solids -content  potatoes  groim  in  the  './e; 
were  used  hy  manufactiarers  of  other  forms  of  dehydrated  mashed  potatoes. 

The  potato  flake  process  has  some  additional  advantages  over  existing 
methods  of  producing  deh:/drated  mashed  potatoes .  A  primary  advantage  is  that 
the  product  is  dried  to  a  5-percent  or  lower  moisture  content  in  a  single  oper- 
ation tal<:ing  less  than  30  seconds .  This  allows  the  potato  rnash  to  keep  most 
of  its  delicate  flavor  characteristics.  Another  advantage  is  that  the  process 
is  relatively  simple  compared  to  other  dehydrating  processes  now  in  existence. 
The  need  for  recirculation  of  partially  dried  product  is  eliminated.  Less 
machinery  is  required  and  the  equipment  used  in  the  process  is  readily  8.vail- 
able  and  in  common  use. 

The  process  has  several  tmique  features  which  permit  the  use  of  many  pot^tc 
varieties  for  the  production  of  a  dehydrated  mashed  potato  that  can  "be  recon- 
stituted to  the  appearance  of  the  fresh  product.  The  proper  mealy  texture  of 
a  good  mashed  potato  is  obtained  by  precooking  the  raw  potato  slices  in  water 
at  a  temperature  of  about  165°  F.  for  about  20  minutes  before  cooking  them  in 
steam.  After  precooking,  the  flakes  from  low-solids -content  potatoes  are  able 
to  absorb  more  water  during  reconstitution  than  flakes  from  nonprecooked 
potatoes  of  the  same  texture.  The  mash  restilting  from  precooking  the  low-solids 
content  pota,toes  resembles  mash  from  a  high-solids  potato.  Precooking  evidentl 
swells  the  potato  cells  enough  to  distend  them  and  causes  them  to  separate 
readily  for  mashing,  producing  a  mealy  mash.  The  precooking  step  is  important 
in  that  it  allows  for  not  only  the  use  of  lower-solids -content  potatoes,  but 
also  provides  a  method  of  controlling  texture  to  suit  the  preference  of  the 
consumer.  Another  qxiality  maintenance  factor  in  the  production  of  flalces  requir( 
that  the  rupture  of  starch  cells  in  the  mashing  process  be  avoided.   Breaking 
of  starch  cells  during  ma.shing  releases  starch  and  makes  the  mash  gvxmxy   or 
pasty.  This  problem  can  be  overcome  by  careful  control  of  conditions  on  the 
drier  to  produce  (l)  a  flalce  of  desired  density  and  thickness  and  (2)  the  proper 
sized  flake.   In  addition,  ricing  Instead  of  mashing  the  cooked  potato  sli-ces 
and  keeping  cooking  time  to  a  minimum  helps  avoid  a  gvimmy  or  pasty  mash.   (Fig. 


D-2110 
'igiire  1. — Overall  viev  of  the  potato  flake  pilot  plant  at  the  Eastern  Utiliza- 
tion and  Development  Division,  Agricultural  Research  Service,  U.  S.  Depart- 
ment of  Agriculture.   The  potatoes  are  cooked  as  they  raove  througla  the  steam- 
heated  cooking  tiuinel  on  a  conveyor  "belt  (i-ight);  then  riced  (right  foreground) 
They  are  next  mashed,  stabilized  and  dried  on  a  dniju  drier  (left),  and  broken 
into  flalces  and  collected  in  a  receiving  can  (center  foreground) . 


Cost  data  obtained  from  pilot-plant  operations  indicate  that  potato  flakes 
lan  be  made  and  packaged  for  retail  distribution  for  about  11  to  1^  cents  for 
3,  package  containing  two  4-person  servings,  i- rices  vary  according  to  the  cost 
)f  rav  potatoes.  Raw  potato  cost  per  100  pounds  for  these  estimates  varied 
rom  9O.6O  to  $1.68.  The  costs  are  based  on  a  plant  with  2  commercial  size 


single  drum  driers  vith  drums  h   feet  in  diameter  and  10  feet  long  which  \rovld 
produce  from  potatoes  of  1&-|-  percent  solids,  about  15,000  poiinds  of  flakes  per 
24-hour  operating  day.  k/ 

The  advantages  of  the  potato  flake  process--the  u^e  of  lover-solids -con- 
tent potatoes,  commonly  used  and  readily  available  equipment,  and  resulting  sim 
pi icity- -should  enliance  the  commercial  feasibility  of  the  process  and  the  pro- 
duct. Vhe   product  itself  is  reconstituted  with  ease  and  convenience.   A  cup 
and  a  half  of  boiling  vater  mixed  with  a  half  cup  of  cold  milk  results  in  an 
ideal  reconstitution  tempera tujre  of  about  lSO°  F.  This  mixture  is  poured  over 
the  flalces,  allowed  to  reconstitute  for  about  a  minute,  and  then  whipped  lightly 
with  a  forlc.  Potato  flalces  look  attractive  even  during  the  reconstitution  phase 
Tliis  shouJLd  increase  the  likelihood  of  favorable  consiuner  acceptance  of  the 
product.   (Fig.  2.) 

TEST  METHODS 

Selection  and  Characteristics  of  the  Iiarket  Test  Area 

Tlie  test  was  conducted  in  the  triple-cities  area  of  Binghamton,  Endicott, 
and  Jolmson  City,  IT.  Y.,  which  has,  according  to  the  1950  census,  a  combined 
population,  including  suburbs,  of  about  150,000.  5/  These  3  cities  are  located 
.just  above  the  Pennsylvaxiia  State  line,  approximately  I90  miles  northwest  of 
JTew  York  City  at  the  junction  of  the  Clienango  and  Susquehanna  Rivers.  The  citie 
\Tere   selected  becaujse  they  were  at  some  distance  from  any  large  metropolita:i 
area.  This  location  was  iriiportant  because  it  allowed  a  more  effective  use  of 
the  limited  promotional  funds  available. 

In  the  market  test  area  about  half  of  the  total  labor  force  (77,300)  is 
engaged  in  manufactu.ring.  A  substantial  proportion  of  the  labor  force  is  in 
relatively  high-wage  industries,  such  as  manufacture  of  business  and  electronic 
eqiiipment.  The  other  principal  indiistrj''  in  the  area  is  shoe  manufacturing,  vrhic 
is  a  relatively  lower  paid  Indus tr;^'-.  Average  weekly  earnings  in  all  manufacttir 
ing  were  -'^T^  in  June  1956.  VJomen  constitute  29  percent  of  the  total  nonagri- 
cuJ-tural  labor  force. 


kj     Cost  data  were  obtained  from  the  Eastern  Utilization  Research  and  Devel 
opnent  Division  publication,  'Potato  Flakes,  A  TTew  Form  of  Dehydrated  Ilashed 
Potatoes.   III.  Estimated  Commercial  Cost.  '  U.  S.  Dept.  Agr.,  Agr.  Res.  Serv. 
Circ,  ARS-73-12,  April  I956.  More  detailed  information  on  the  technical  aspect 
of  potato  flakes  can  be  obtained  from  'Potato  Flakes,  A  Few  Form  of  Dehydrated 
Mashed  Potatoes.   I.  Pilot-Plant  Process  Using  Double-Drum  Drier.  '  U.  S.  Dept. 
Agr.,  Agr.-  Res.  Serv.  Circ,  ARS-73-2,  November  195^,  and  ''Potato  Flalces,  A  Tew 
Form  of  Dehydrated  Mashed  Potatoes.   II.  Some  Factors  Influencing  Texture." 
U.  S.  Dept.  Agr.,  Agr.  Res.  Serv.  Circ,  ARS-73-9,  August  1955- 

5/  The  P.inghamton  Press  defines  the  area  discussed  (Binghamton,  Endicott;, 
and  Johnson  City)  as  the  city  ABC  zone  \/ith  an  estimated  pop\ilation  in  I956  of 
151,3^8. 
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BN-3722 
Figure  2. --Raw  potatoes^  potato  flalces,  and  mashed  potatoes. 


The  Binghamton  area  has  sho-vm  a  remarka'ble  stability  of  employment,  nmning 
at  about  ^i- 'percent  iinemployment  in  the  last  5  years.   In  recent  months,  this 
labor  market  has  been  reclassified  to  a  B  status  of  less  than  3  percent  imem- 
ployment.  This,  perhaps,  malces  the  area  a  little  different  from  other  metro- 
politan centers  in  the  Northeast  where  unemployment  rates  have  been  at  higher 
levels,  but  it  is  in  line  with  the  level  of  unemployment  for  the  country  as  a 
whole.  6/  The  1950  census  reports  that  the  median  family  income  in  the  Binghamton 
area  W8,s  .$3,6o6  and  the  median  school  year  completed  was  9*9  years. 

An  investigation  of  the  market  under  study  showed  that  according  to  the 
1950  census,  526  retail  food  stores,  with  sales  at  an  annioal  rate  of  &k6   million. 


6/  Labor  riarket  Letter,  Hew  York  State  Department  of  Labor,  Binghamton, 
Y.,  July  195^"^  Ne\i  York  State  Commerce  Review,  "'The  Msiness  Situation,  '  Hew 
York  State  Department  of  Commerce,  vol.  10,  Ho.  6,  Albany,  K.  Y.,  Jujie  1956,  p.  12, 
"Area  Cl3,ssification  Sx-immary"  (advance  release  of  Bimonthly  Summary  of  Labor 
larket  Developments  in  I  la  j  or  Areas )  U 
Jashington,  D.  C,  J\£Ly  1956. 


Dept.  Labor,  Eur.  Employment  Security, 


vere  located  in  the  standard  riietropolitaji  area  of  ?3ingharnton .  The  I956  estimate 
oy   the  Bingliamton  Press  for  the  city  ABC  zone  retail  food  sales  shov  a  rate  of 
i)k'J.k   nillion  for  approxiriiately  339  stores. 

Previous  experience  in  niaricet  testing  indicated  that  it  \Ta.s   advantageous 
to  confine  activities  for  the  most  part  to  the  large  supermarkets .  Tliis  was 
p9,rticularly  trae  in  the  Binghamton  area,  since  the  large  supermarkets --chain 
and  independent- -accoiint  for  almost  85  percent  of  the  retail  food  sales  in  the 
area.  7/  Tliere  v^ere  kl   such  stores  in  the  area,  affiliated  as  follovs:  6  large 
national  and  regional  ciiains,  a  local  chain,  and  8  large  independent  supennarket 
/O-thougli  the  numher  of  chains  found  in  the  Binghamton  area  increased  the  com- 
plexity of  tlie  work  in  tei*ms  of  seeking  cooperation  and  malting  arrangements  for 
distributing  the  product,  the  situation  has  some  long- terra  advantages  for  future 
commercial  processors  of  potato  f lal^es .  Pleadquarters  of  all  these  chains  — 
national,  regional,  and  local — are  avare  of  the  test  product  and  have  seen  and 
sai'irpled  it.   (Fig.  3«) 


Outline  of  the  Test 

Retail  Store  Audit 

In  the  retaJ-l  store  audit,  actual  hoxes,  cases,  and  cans  on  display  and  in 
storage  were  counted  at  the  "beginning  of  the  week  ajid  again  one  week  la.ter. 

Sales  for  each  -..-eek  vere   obtained  by  adding  deliveries  to  the  beginning 
inventor^'-  and  then  subtracting  from  this  total  the  ending  inventory.  The  pro- 
ducts audited  were:   Potato  flalces,  other  dehydrated  pots, to  products,  instant 
rice  products,  regular  rice,  potato  chips,  fresh  potato  salad,  cajined  potato 
salad,  canned  whole  white  pota,toes,  frozen  french  fried  potatoes,  frozen  potato 
puffs,  frozen  potato  patties,  frozen  whipped  potatoes,  and  fresh  potatoes. 

T\7enty  of  the  kl   sample  stores  were  audited.  A.udits  were  made  on  Monday 
or  Tuesday.  Each  audit  store  was  visited  tlie  same  day  of  the  week  and  at  approx 
imately  the  same  hour. 

An  audit  of  closely  competing  food  products  was  undertalcen  before  the  actua. 
market  test  got  under  ira,y.  This  "je^s   done  to  provide  the  researchers  with  bench- 
mark information  as  to  the  sales  of  competing  products  before  the  introduction 
of  the  test  product  in  the  market. 

AJ.1  sample  supermarket  stores  (kl)   were  supplied  with  the  test  product-- 
State  of  Maine  Potato  Flakes — in  the  week  preceding  the  test.  Tlie  retail  price 
was  15  cents  per  if-serving  box  (fig.  k) ,   or  2  packages  for  29  cents.   The  retail 
pricing  of  the  test  product  iras  set  at  a  level  commensurate  with  other  instant- 
type  potato  products  so  that  the  effect  of  varying  prices  on  the  sales  potential 
of  the  test  product  couJ.d  be  eliminated  from  the  analysis.  Tlie  price  of  the 
leading  competitive  product  was  29  cents  for  an  8-serving  package.   In  most 
insta-nces,  the  size  of  display  was  the  same  and  the  location  of  the  test  product 


7/  Bstiriate  b;,'  the  T^ingli3.mton  Press. 
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Fi--ure  3. — Example  of  supermarket  used  for  retail  audits  in  the  Blnghamton,  W.  Y., 

area. 


as  in  the  same  general  area  as  other  instant-type  potato  products  and  canned 
'/esetables.  However,  the  spontaneous  interest  of  local  store  managers  in  the 
product  generated  unscheduled  special  displays  in  a  few  stores. 


Household  Survey 


A  household  suirvey  was  undertaken  6  weeks  after  introduction  of  the  produet 
on  the  market.   Tlie  experimental  market  area  was  sampled  on  a  probahility  "basis 
to  allow  each  household  in  Einghamton,  Endicott,  and  Johnson  City  an  equal  chamce 
f  "being  contacted.   In  addition,  households  in  su'bur"ban  areas  of  the  triple 
ities  -^rere  included  in  the  sampling.  Iloxiseholds  included  in  the  sample  were 
la,ssified  as  (l)  those  who  used  the  product  (referred  to  in  this  ipeport  as 
users  '),  (2)  those  who  ^7ere  aware  of  the  product  "but  did  not  use  it  (aware 
nonusers),  and  (3)  those  who  were  not  aware  of  the  product.  Tlie  incidences  of 
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».  POTATOES 


POTATO  FLAKES 


M-lj-178 
Figure  if. --Retail  package  of  potato  flalzes  designed  specifically  for  the 

market  test. 
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avareness  and  imavareness  were  determined  by  asking  all  homemakers  contacted 
several  screening  questions.  The  inteirvie^.r  vas  discontinued  at  this  point  for 
respondents  Linairare  of  the  product.  Tlie  results  sho\m  for  the  consumer  survey 
are  based  on  2,239  contacts  with  homemaliers ,  of  whom  29J4-  were  potato  flalce  users, 
332  were  aware  nonusers,  and  1,113  '\rere   unaware  of  the  product. 


I'lARICET  TEST  RESULTS 

Total  Sales  of  Potato  Flalces 

A  total  of  89^4-  cases  of  potato  flakes,  each  case  containing  twenty-four 
^r-serving  "boxes,  was  sold  during  the  5 -week  market  test  period,  virtually  tlie 
entire  supply  available.  Tliese  sales  were  made  in  ^1  chain  and  independent 
supermarkets  in  the  market  test  area.  Sales  of  potato  flakes  during  the  test 
period  averaged  almost  5  cases  per  week  per  store. 

Complete  \reelzly   audits  were  made  of  sales  of  potato  flakes  and  competing 
products  in  20  of  the  ^1  stores  stocking  the  product.  Six  of  the  20  audit  stores 
were  used  for  in-store  demonstrations. 

Mthough  sales  of  potato  flalies  in  audit  stores  exceeded  those  in  the  non- 
audit  stores,  table  1  indicates  that  a  primary  factor  in  this  situation  was  the 
in-store  demonstrations.  VJlien  the  effect  of  demonstration  on  sales  of  potato 
flalves  is   removed,  audit  stores  averaged  a  little  more  than  h   cases  per  week  per 
store  corrrpared  \T±th   the  3«^  cases  in  nonaudit  stores.  These  unexpectedly  high 
sales  per  store  coupled  with  demonstration  sales  were  primarily  the  reason  a 
supply  of  the  test  product  estimated  to  be  sufficient  for  at  least  10  weeks  of 
market  testing  was  sold  in  half  that  time. 

Potato  flalves,  at  the  established  retail  price  of  15  cents  per  4-serving 
pacicage,  cost  buyers  of  the  product  a  little  more  than  11  cents  per  pound  on  a 
fresh  potato  equivalent  basis  (about  7  poimds  of  fresh  potatoes  yield  1  pound 
of  flakes).  Average  prices  for  fresh  potatoes  ranged  from  9*3  cents  at  the 
beginning  of  the  market  test  period  to  10.1  cents  at  the  end  of  the  test  period. 
normally  a  greater  differential  probably  would  exist  betv-reen  the  fresh  and  pro- 
cessed products . 


Sales  in  Sample  Supermarkets 

Audited  sales  of  potato  flakes  in  20  of  the  ^1  supermarkets  stocking  the 
test  product  were  609  cases  for  the  5-week  period  (table  l).  As  noted  earlier, 
the  heavy  flake  sales  in  audit  stores  were  primarily  due  to  the  use  of  6  of  these 
stores  for  in-store  demonstrations.  VJlien  in-store  demonstration  effects  are 
removed,  weekly  flalce  sales,  for  both  audit  and  nonaudit  stores,  show  a  rising 
trend  for  the  5 -week  test  period.  The  dropoff  of  sales  in  weeks  3  and  5  is 
accoimted  for  in  part  by  the  Fourth  of  July  holiday  in  week  3  and  several  stores 
having  exhausted  their  supply  of  flalces  prior  to  the  weekend  buying  peal^  of  the 
fifth  and  final  i^eek.  of  the  test  period.  This  was  verified  by  enumerators  making 
store  checks  during  tliat  \reek.      (Fig.  5^  table  2.) 
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EFFECT  OF  INSTORE  DEMONSTRATIONS 
ON  SALES  OF  POTATO  FLAKES 

5-Week   Test  Period,  June   18-July  24,   1956 


CASES  PER  STORE  (AV.) 


20 


Demonstration  stores 


I Nondemonstration  stores 


2  3  4  5 

WEEK 

U.S.    DEPARTMENT    OF    AGRICULTURE  NEC.    4185-57(4)        AGRICULTURAL    MARKETING    SERVICE 


FigLire   5 


rronotionaJ.  CartTpaign 

IXirins  the  first  -\ree]c  of  the  potato  flaJce  test,    a  ^--^reek  advertising  and 
pronotion  caiipaicji  ■'••^as  laiuiched  'hy  the  I'aine  Potato  Commission  through  its  ad- 
vertising: a.gency.      Tue  prociran  included  the  follo^ring:       (l)   3.2  spot  announce- 
nents  over  2  local  radio  stations,   plus   3  advertisements  per  i.^eek  on  a  locaJ. 
program;    (2)   1,600  lines  of  ne-..'-spaper  advertising:;  in  -fche  2  local  ne^>rspapers 
t'v.^ice  a  ireel:  for  the  first  2  weeks  and  once  a  -jeek  in  1  neirspaper  for  the  next 
2  -.."eeks;    (3)   si:-:  l-r.a5.nute  advertisements   for  the  first  2  i.'-eeks  and  three  l-rirlmite 
advertisenents  for  the  neact  2  creeks  in  2  local  television  shoi.^s  over  the  local 
and  orJ.y  television  outlet  in  the  area;    (h)   in-store  display  and.  point-of-sale 


v.iaterial  delivered  o.nd  used  in  some  of  the  stores; 
for  2  consecutive  ^..'■eekends  in  6  stores.      (Fig.   6.) 


-ad 


)  i:a-store  demonstration 
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Fluffy  Mashed  Pofafoes 

ih  3  MINUTES! 

(by  actual  test  from  package  to  table) 


^^^P^'  ~_i^H 

WW'fM 

^^ 

^^^ 

c^^^g^ 

All  you  have  to  do  is  mix  1  Vz  cups  water  and  one-half  Then  pour  contents  over  flakes,  add  one  tablespoon  but- 

teaspoon  salt  in  a  saucepan  and  bring  to  a  boil.  Remove  ter  and  stir  gently.  Wait  one  minute,  whip  lightly  and . . 

the  pan  from  the  burner,  add  one-half  cup  cold  milk. 


Awazing-New-Eajy 


POTATO  PLAICES 


BN-la79 
FigTire  6. — Nevjspaper  advertisinp;   (l,600  lines)  used  in  the  promotion  proj^ram. 


-  Ik  - 

Hoy  Cons-umers  Became  Avare  of  the  Product 

The  major  results  of  the  survey  show  that  among  all  homemaliers  contacted: 

ik  percent  had  purchased  potato  flakes 

37  percent  were  aware  of  the  product  but  had  not  purchased  it 

49  percent  were  imavare  of  the  product 

In  order  to  determine  the  sources  of  awareness,  homemaJ^ers  were  asked  where 
or  ho^7  they  had  heard  about  potato  flakes . 

73  percent  mentioned  newspapers,,  radio,  television 
62  percent  saw  the  product  in  stores 
^3  percent  were  told  about  the  product  by  someone 
9  percent  received  a  sample  in  the  stores 

V/hen  the  aware  homemakers  were  classified  as   to  irhether  or  not  they  also 
purchased  and  -used  the  product,  the  users  appeared  to  liave  been  more  exposed  to 
the  promotion  and  advertising  campaign  than  were  the  aware -nonusers .  More  users 
than  aware -nonusers  stated  (l)  that  they  had  learned  about  potato  flalces  from 
the  major  media- -newspaper,  radio,  and  television,  (2)  that  they  actu.ally  saw 
the  product  in  stores,  and  (3)  that  they  participated  in  an  in-store  demonstra- 
tion by  receiving  a  sample  of  the  product.  Both  groups  reported  that  they 
learned  about  potato  flakes  through  a  friend  or  neighbor  to  tlie  same  extent. 
(See  table  3-) 


In-Store  Demons ti^tions 

The  shortness  of  the  market  test  period  did  not  allow  for  an  assessment  of 
the  effect  of  the  promotional  campaign  on  the  sales  of  potato  flalces,  since  a 
comparable  nonadvertising  period  could  not  be  established.  However,  due  to  in- 
store  demonstrations,  the  intensity  of  the  promotional  program  varied  considerab 
during  the  market  test  period.  Through  the  use  of  the  sales  audit  teclinique,  it 
was  possible  to  measure  the  apparent  effect  of  this  t^'pe  of  promotional  activity 
upon  sales  of  potato  flakes.  Audited  sales  of  the  test  product  clearly  show  the 
impact  of  in-store  demonstrations  upon  sales  of  potato  flalces.  Demonstration 
sales  held  during  the  first  2  weekends  of  the  promotional  campaign  accounted  for 
60  percent  of  the  total  sales  in  tliat  period  of  the  test  product  in  the  20  audit 
stores.  For  the  5-week  period,  about  a  third  of  the  audited  flake  sales  were 
the  resiolt  of  in-store  demonstration  activities.   (Table  1,  fig.  7.) 

Previous  market  test  studies  have  indicated  the  importance  of  in-store 
demonstrations  as  a  means  of  achieving  a  high  initial  rate  of  sale.   In  market 
testing  frozen  grapefruit  sections,  a  ^  to  1  sales  ratio  favoring  demonstration 
stores  was  found  during  the  i]-week  promotion  period.  0/  For  the  potato  flalce 


8/  Branson,  Robert  E.,  Jacobs,  Milton,  and  Hall,  Richard.   '^Frozen  Grape- 
fmit  Sections:  I^aluating  A  i:ew  Product  By  Retail  Sales  A\idit  and  Iloiasehold 
Survey."  liktg.  Res.  Rep.  Y.o   110,  62  pp.,  illus.  U.  S.  Dept.  Agr.  Washington, 
D.  C,  Dec.  1955,  p.  9. 
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Figure  7.' 


N-05^9 
■In-store  demonstration  of  potato  flakes . 


test;  deraonstration  stores  outsold  nondemonstration  stores  at  a  sales  ratio  of 
"better  than  5  "to  1.   (Talkie  2.)  Some  of  the  difference  between  these  sales 
ratios  may  he  attributed  to  the  different  t;;/pes  of  products  involved  in  each  of 
the  market  tests.  Tne   in-store  deraonstration  technique  is  a  particularly  effec- 
tive means  of  introducing  a  dehydrated  product  such  as  potato  flakes ^  as  offer- 
ing a  high  quality  product  xrith  a  good  fresh  flavor  for  sample  helps  overcome 
unfort^onate  experiences  uith  and  consequent  resistance  to  a  dehydra.ted  jiroduct 
which  some  people  may  have  had  previously.  Firstha,nd  observations  of  favorable 
rea.ctions  by  customers  i:hen  tasting  the  product  for  the  first  time  during  in- 
store  demonstrations  underscore  the  advantage  of  taste -exposure  to  a  product  with 
a  none-too-good  past  consujaer  experience. 


Tlie  in-store  dem.onstration  technique  proved  to  be  a  po^rerfuJL  stimtilant  to 
sales  of  potato  fls-lces  as  well  as  setting  up  more  quickly  a  repeat  purchase 
pattern  among  initial  buyers  of  potato  flakes.  TItlIs  is  borne  out  by  a  more 
detailed  analysis  of  the  sales  audit  data.  During  the  2  deraonstration  ireeks, 
sales  of  potato  flali;es  averaged  8.8  cases  per  audit  store,  but  with  the  6  dem- 
onstration stores  sales  averaged  about  23  cases  per  store.  For  the  last  3  "'■reeks 
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of  the  test  period,  audit  store  sales  averaged  k-.3   cases  of  potato  flakes  vitb 
demonstration  stores  outselling  nondemonstration  stores  at  a  sales  ratio  of  a 
little  better  than  2  to  1.  Since  the  ratio  based  on  annual  dollar  sales  volume 
of  demonstration  versus  nondemonstration  stores  is  only  I.36  in  favor  of  dem- 
onstration stores,  the  higher  ratio  of  2  to  1,  fOLUid  in  the  last  3  weeks  for 
demonstration  stores,  indicates  to  some  degree  the  carryover, effect  of  the  in- 
store  demonstration  teclinique  on  sales  of  the  test  product.   (Tables  1  and  2.) 

Another  noteworthy  item  is  that  the  dropoff  of  one-half  in  sales  from  the 
demonstration  period  to  the  nondemonstration  period  was  relatively  low  compared 
to  previous  market  tests  where  sales  after  demonstrations  dropped  to  one-seventh 
or  one-eighth  of  the  demonstration  period  volume.  This  difference  can  be  attri- 
buted in  great  part  to  the  frequent  repeat  purchases  of  potato  flakes  at  an 
earlier  than  usual  stage  of  the  market  test  period. 


Purchase  Pattern 

Tlie  impact  of  the  overall  promotional  program  has  been  assessed  by  the  fact 
that  50  percent  of  the  homemakers  indicated  their  awareness  of  the  product.  A 
further  means  of  assessing  the  promotion  is  determining  the  proportion  of  home- 
makers  in  the  triple-cities  area  who  purchased  the  product.  The  consumer  survey 
data  show  that  about  1^4-  percent  of  all  homemakers  had  bought  the  product  during 
the  market  test  period.  Previous  successful  market  test  studies  report  about 
the  same  incidence  of  buying  a  new  product  as  was  found  for  potato  flakes. 
(Table  k.) 

Those  homemakers  who  were  aware  but  who  had  not  purchased  potato  flakes 
(37  percent  of  all  homemal^ers  contacted)  were  asked:   ''How  does  it  happen  that 
you  did  not  buy  any  potato  flakes?"  Their  reasons  for  not  buying  were  grouped 
according  to  the  indicated  possibility  of  future  purchases  by  the  homeraaker 
as  follows: 

Replies  Percent 

Homemakers  giving  reasons  indicating  possible  fut\rre  piirchase 32 

Reasons : 

Could  not  find  them  in  the  store ik 

Jxist  did  not  remember 7 

Did  not  have  time  to  buy  them 5 

Not  cooking  at  home  (seasonal)  3 

Just  recently  heard  about  them  2 

Intend  to  get  some  in  the  future 1 

Homemalcers  giving  reasons  indicating  unlikelihood  of  future  purchase-  k8 

Reasons  1/: 

Prefer  Irish  (regular,  fresh)  potatoes  8 

Prefer  to  fix  potatoes  myself  5 

Don't  like  packaged  or  prepared  products  9 

Don't  like  dehydrated  products  2 

Don't  like  new,  fancy  things 2 

Continued — 
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Replies — Continued  Percent 

Don't  use  potatoes  very  often 10 

Don't  use--on  diet 1 

Don't  like  potatoes  1 

Didn't  thinlc  I  would  like  them,  don't  like  them 7 

Too  expensive  3 

Prefer  potatoes  fixed  other  than  mashed  2 

Just  not  interested 1 

Raise  our  o>m  potatoes  1 

Miscellaneous  1 

Plomemakers  giving  ambiguous  reasons  regarding  future  purchase 1^+ 

riot  ascertained,  don't  knov 6 

Total 100 

Number  of  cases  278 


1/  Percentages  of  reasons  add  to  more  than  percentages  of  homemakers  because 
some  homemal^ers  gave  more  thaji  1  reason. 

On  the  basis  of  the  reasons  given  for  nonuse,  about  a  third  of  the  avare 
homemakers  who  did  not  buy  the  product  may  be  considered  potential  purchasers.         f|| 
They  did  not  seem  to  dislike  the  product;  instead  their  major  reasons  for  not 
buying  potato  flakes  dealt  with  unavailability  of  the  product  in  the  stores, 
failure  to  remember  to  buy  them  or  not  having  the  time  to  buy  them.  Homemakers 
giving  such  reasons  could  probably  be  encouraged  into  the  market. 

About  one-half  of  the  aware -noniisers  gave  reasons  for  not  buying,  such  as 
infrequent  use  of  potatoes,  disliking  packaged  or  prepared  products,  ajid  pre- 
ferring Irish  (regular,  fresh)  potatoes.  These  reasons  have  been  interpreted 
as  substantially  negative  and  suggest  that  these  homemakers  are  lonlikely  to 
purchase  the  product  in  the  future. 

Repeat  Purchases 

A  good  measure  of  the  success  of  a  new  product  is  whether  or  not  it  con- 
tinues to  be  purchased  by  consumers .  Rather  than  accepting  only  the  measure  of 
high  initial  sales  as  meaning  that  the  introduction  of  the  new  product  has  been 
satisfactory  and  that  consumers  have  accepted  the  product,  aja  examination  of  the 
extent  of  repeat  purchases  was  made.  Homemakers  were  asked  how  many  times  they 
had  purchased  potato  flakes  in  the  past  2  months . 

Of  the  305  homemakers  in  the  household  sample  who  purchased  potato  flalces, 
38  percent  made  only  one  purchase,  2k-   percent  made  two  purchases,  I3  percent 
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made  three  purchases,  and  23  percent  made  four  or  more  purchases.  9/  Overall, 
62  percent  of  the  homemalcers  had  made  more  than  one  purchase,  while  38  percent 
had  made  only  one  purchase. 

Those  homemakers  who  made  only  one  purchase  of  potato  flakes  were  asked: 
"How  does  it  happen  that  you  only  bought  some  once?'  Their  reasons  follow: 

Replies  Percent 

IIOTnemakers  giving  reasons  that  indicate  possible  future  repeat 

purchase 51 

Reasons  l/: 

Unavailable — have  not  seen  them  lately 13 

Still  have  potato  flakes  on  hand 10 

Have  not  used  flalces  purchased  as  yet 10 

Just  didn't  think  about  it  7 

Have  not  shopped  lately 5 

Had  fresh  potatoes  on  hand 5 

Had  just  heard  about  them U 

Homemakers  giving  reasons  that  indicate  unlikelihood 

of  future  repeat  purchase 3I 

Reasons  1/: 

Didn't  like  them 28 

Don't  eat  many  potatoes  8 

Prefer  fresh  potatoes  k 

Just  wanted  to  try  them 3 

Too  expensive 3 

Miscellaneous 3 

I'lot  ascertained,   don't  know I5 


Total  — 100 

Number  of  cases  II5 


1/  Percentages  of  reasons  add  to  more  than  percentages  of  homemakers  since 
some  homemakers  gave  more  than  1  reason. 

About  half  of  the  homemakers  who  had  made  only  one  purchase  gave  reasons 
which  may  be  interpreted  as  meaning  that  they  were  likely  to  purchase  the  produc 
again.  However,  about  3  out  of  10  of  the  onetime  purchasers  gave  reasons  that 
indicated  that  making  another  purchase  of  potato  flakes  would  be  unlikely. 

Analysis  of  the  personal  characteristics  of  homemakers  who  made  one  purchas 
as  compared  to  homemakers  who  made  two  or  more  pxirchases  indicates  that  younger 
homeraal^ers  (under  kk   years  of  age)  were  somewhat  more  likely  to  be  repeat  pur- 
chasers than  were  the  older  homemakers  (k'^   years  and  older).  Those  of  middle 


9/  The  difference  between  the  29k   users  reported  earlier  and  the  305  pur- 
chasers reported  here  is  due  to  11  homeidakers  who  purchased  the  product  but-iiad 
not  used  it  by  the  time  they  were  interviewed.  Except  for  data  on  purchases  thei 
homemakers  are  considered  as  aware-nonus^rs  throughout  the  report. 
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and  high  incomes  tended  to  be  more  likely  repeat  purchasers  than  were  horaemakers 
in  the  low-income  range »  Homemakers  having  families  of  3  to  U  persons  were 
more  likely  repeat  purchasers  than  were  those  having  smaller  or  larger  families. 
(Table  5-) 


Homemakers '  Opinions  About  Potato  Flakes 

Horaemakers  who  purchased  and  used  potato  flakes  were  asked  about  various 
attributes  of  the  product,  and  its  package.   Questions  covered  general  satis- 
faction, taste,  texture,  and  temperature  of  the  product  when  prepared  and  when 
served,  and  satisfaction  with  box  size  and  instructions. 


General  Satisfaction  ilith  Potato  Flal<:es 

Almost  9  in  10  users  were  generally  sa.tisfied  with  potato  flakes.  Uhen 
general  satisfaction  is  related  to  personal  characteristics  of  horaemal^ers,  it 
appears  that  (l)  more  homemakers  over  35  years  were  satisfied  than  were  younger 
homemakers  (under  35  years  of  age),  (2)  more  homemakers  with  grammar  and  high 
school  education  were  satisfied  than  were  homemakers  having  college  education, 
and  (3)  more  homemakers  having  families  of  3  to  ^  persons  were  satisfied  than 
were  homemakers  having  smaller  or  larger  families.   (Table  6.) 

On  the  assumption  that  success  of  a  new  product  depends  to  a  considerable 
extent  on  general  family  acceptance,  homeraalvers  were  asked:   "How  do  members  of 
your  family  feel  about  potato  flalies?" 

Replies  Percent 

Stated  positive  family  reaction  78 

Stated  negative  family  reaction  1^ 

Kot  ascertained,  don't  know  8 


Total 100 

rjumber  of  cases • 29^ 

Satisfaction  With  Taste  of  Potato  Plaices 

Better  than  8  in  10  homemakers  who  used  the  product  reported  that  they 
liked  its  taste. 

Further  analysis  of  satisfaction  or  dissatisfaction  with  taste  by  personal 
characteristics  of  homemalcers  indicates  that  (l)  horaemakers  35  years  of  age  and 
older  appeared  to  like  the  taste  of  the  product  more  than  did  young  homemal<:ers, 
and  (2)  more  homemakers  having  grammar  school  and  high  school  edvication  liked 
its  taste  than  horaemakers  having  college  education.   (Table  tO 


20 


Horaemal<:ers  vho  liked  the  taste  of  potato  flakes  vere  asked:   "^That  uas  it 
that  you  liked  about  the  taste  of  potato  flalces?''  and  'Has  there  anything  ahout 
the  taste  of  the  product  tha.t  you  disliked?'' 

Taste  attributes  liked:  Percent  l/ 

Tastes  like  good  (nev,  fresh,  real,  regular)  potatoes  —  63 

Tastes  good 19 

Creamy 6 

Better  flavor,  smooth  flavor  k 

Sveet 2 

Specific  characteristics  (mealy,  nice  quality,  children 

like)  5 

jTot  ascertained,  don't  loiow 7 

Taste  attributes  disliked: 

Imitation  taste,  not  fresh  not  like  real  potatoes 2 

Dislike  specific  t8,ste  characteristics  (flat,  evaporated 

milk,  burnt  millcy,  dehydrated) 6 

I'ot  ascertained,  don't  know 2 

ITijunber  of  cases  2/ 251 


1,/  Percentages  add  to  more  than  100  because  some  respondents  gave  more  than 
1  response. 

2/  39  horaemalcers  stated  that  they  disliked  the  taste  and  h   did  not  give  a 
response  to  the  question:   "Did  you  like  the  taste  of  potato  flakes?' 


Homemaliers  '  opinions  concerning  taste  of  potato  flakes  can  be  summed  up  as 
f  olloirs : 

The  major  positive  attribute  is  that  respondents  -izho  liked  its  taste  con- 
sidered that  the  product  tasted  like  fresh  potatoes;  the  negative  attributes 
reported  by  small  numbers  of  "likers"  were  tliat  it  had  an  imitation  taste,  an 
evaporated  milk  taste,  a  flat  taste,  etc. 

On-ly  a  relatively  small  proportion  of  homemaJcers  disliked  the  taste  of 
potato  flakes.  The  major  negative  attributes  reported  oj   these  few  were  a  dis- 
like of  the  taste  in  general,  a  dislike  of  the  imitation  taste,  and  dislike  of 
the  flat  taste  of  the  nroduct. 
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Ilomeinalcers '  Opinions  Atout  Factors  Other  Than  Taste 

Respondents  who  used  the  product  were  asked,  "Other  than  taste,  what  were 
the  things  that  you  liked  about  potato  flalces?"  and  "Other  than  taste,  what  were 
the  things  that  you  disliked  about  potato  flalces?" 

Replies  Percent  l/ 

Attributes  liked: 

Convenience 

Easy  preparation,  easy  to  fix 56 

Time  saver,  fast  to  fix k9 

Convenience  -  general  6 

TTeeds  little  storage  space k- 

Good  in  emergency 2 

Easy  to  carry  home,  easy  to  shop  for 1 

Economy 

Economy  -  general 10 

Ho  waste 2 

Texture 

Smoothness  k 

Fluffy  k 

Texture  -  general  2 

Appearance 

Appearance  -  general  k 

Looks  white  and  creamy 3 

Looks  nice  and  fluffy 2 

Attributes  disliked: 

Texture 

Hot  light  and  fluffy k 

Sticky,  gluey,  pasty  2 

Soggy 2 

Specific  dislikes  (dry,  watery,  mealy)  5 

Appearance 

Too  dark  in  color 3 

Appearance  -  general  1 

Odor 

Odor  -  general 1 

Preparation 

Preparation  -  general  1 

riot  ascertained,  don't  know 2 

iJumber  of  cases  29^ 


1/  Percentages  add  to  more  than  100  because  some  homemakers  gave  more  than 
1  response. 
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Tlae  most  ir.iportant  attributes,  other  than  taste,  liked  hy  the  homeriiakers 
had  to  do  with  convenience  of  the  product.  The  most  important  negative  attri- 
butes, although  of  much  smaller  magnitudes  than  attributes  liked,  concerned  the 
texture  and  appearance  of  potato  f lal^es . 


Instructions  and  Reconstitution 

A  major  problem  for  many  pre-prepared  products  is  that  of  reconstitution. 
VJhat  may  seem  quite  straight-for\7ard  and  simple  to  technicians  in  preparing  a 
product  may  be  difficult  for  most  homemal<:ers .  The  instructions  for  preparing 
potato  flalces  need  to  be  followed  in  order  to  come  up  \r±th   a  product  which  is 
palatable  and  which  has  a  good  appearance.  For  these  reasons,  homemakers  were 
asked  questions  about  the  reconstitution  of  the  product. 

Almost  all  users  reported  following  the  instructions  on  the  box  and  most 
homemaicers  found  them  easy  to  follow. 

As  they  were  instructed  on  the  box,  most  used  a  measuring  cup  in  preparing 
the  product. 

Over  half  used  gravy  on  the  whipped  or  mashed  potatoes  made  from  potato 
f  laJces . 

Most  were  satisfied  with  the  temperature  of  the  product  after  preparation 
and  were  satisfied  with  the  temperature  of  the  product  when  served. 

/vlmost  all  were  satisfied  with  the  texture  of  the  product. 

Those  homemakers  who  were  not  satisfied  with  texture  primarily  complained 
about  heaviness,  rubbery  consistency,  liompiness  and  dryness. 

As  far  as  following  instructions  for  reconstitution  of  potato  flal^es, 
there  seemed  to  be  considerable  satisfaction  with  the  way  the  product  was  made 
and  with  the  final  result.  However,  possibly  some  dissatisfaction  with  the 
texture  may  be  attributed  to  the  way  homemaicers  reconstituted  the  product  de- 
spite the  fact  that  most  of  them  reported  following  the  instructions. 


Box  Size  and  Adequacy 

Concerning  box  size  of  the  product,  users  were  asked  whether  this  was  a 
good  size  for  their  families.  Most  homemakers  found  the  size  adequate.   Of 
the  small  group  that  found  the  box  size  unsatisfactory,  most  preferred  a  larger 
size.  By  analyzing  satisfaction  with  size  of  family  of  the  homemalcer  respondent, 
it  was  foimd  that  homemakers  having  families  of  5  or  more  persons  were  least 
satisfied  with  the  box  size.   (Table  8.)  Since  the  size  of  the  test  package 
was  designed  to  make  k   servings  of  the  product,  the  relatively  greater  satis- 
faction by  families  of  k   persons  or  less  was  to  be  expected. 


23  - 


About  half  of  the  homemalcers  vere  obtaining  k   servings  from  one  package 
of  potato  flakes.  About  one-fifth  vere  getting  5  or  more  servings  per  package. 

riumber  of  servings  Percent 


T\-ra  or  less  6 

Three  13 

Four 52 

Five 13 

Six  or  more  9 

Hot  ascertained,  don't  know 7_ 

Total 100 

"timber  of  cases  ■ 29^ 


Potato  Flalces  and  Competing  Products 

A  key  factor  in  the  appraisal  of  the  commercial  possibilities  of  a  new 
product  is  its  relationship  to  closely  competing  products.  An  analysis  of 
these  relationships  can  provide  valuable  information  to  potential  processors  of 
tiie  new  product  and  to  agricultural  producers .  The  sales  potential  of  a  new 
produ.ct  can  be  more  readily  assessed  when  answers  are  forthcoming  to  such  ques- 
tions as:  VJhat  part  of  the  total  market  of  a  particular  commodity  group  can  be 
attributed  to  the  new  product?  V/hat  is  the  sales  position  of  the  new  product 
relative  to  established  products  of  a  closely  competing  nature?  \/hat  is  the 
substitution  effect  of  the  new  product  on  closely  competing  established  products? 
In  this  study,  the  sales  audit  and  consumer  survey  techniques  were  used  to  pro- 
vide the  research  data  needed  to  answer  the  questions  posed  above. 


Household  Use  Patterns  of  Potatoes  and  Potato  Products 

In  order  to  describe  more  fully  why  some  homemakers  purchased  and  used 
potato  flal^es  and  others  did  not,  data  as  to  use  and  frequency  of  serving  fresh 
potatoes  were  obtained. 

There  was  no  apparent  difference  in  the  frequency  of  use  of  Irish  potatoes 
in  the  preceding  2  months  bet\>/-een  the  homemakers  who  used  potato  flalies  and  those 
who  had  not  used  the  product.   (Table  9«) 

Almost  all  horaem^alters  reported  that  they  served  Irish  potatoes  most  often 
for  the  evening  meal.  The  serving  of  Irish  potatoes  for  the  noon  meal  was 
reported  by  about  k   percent  of  the  homeraal^ers;  having  Irish  potatoes  for  brealx- 
fast  was  negligible.   One  inference  which  can  be  dra\m  from  this  pattern  is  that 
there  may  be  possibilities  for  increasing  potato  use  for  the  noon  meal  by  way 
of  a  'quick,  easy  to  prepare  '  product  like  potato  flakes.  A  vrell-conceived 
promotion  and  advertising  program  aimed  at  developing  potato  flakes  as  a  noon 
meal  vegeta,ble  may  therefore  be  a  good  possibility.  This  suggestion  is  based 
on  the  premise  that. potatoes  , are  §L.  popular  vegetable  and. their  infreqvient  use 
for  noon  meals  may  be  tied  in  with  the  fact  that  housewives  usually  spend  less 
time  preparing  the  noon  meal  than  the  evening  meal.   (Table  10.) 
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As  for  the  preferred  ways  of  fixing  Irish  potatoes,  more  homemakers  vho 
vised  potato  flalces  preferred  mashed  potatoes  than  the  nonuser  hoinemalcers .  For 
both  groups  mashed  potatoes  was  the  most  preferred  way  of  fixing  potatoes. 
(Table  11.) 

Concerning  other  potato  products,  frozen  french  fries  were  used  by  more 
homemakers  who  had  used  potato  flakes  than  by  homemakers  who  had  not.  However, 
about  t\-T±ce   as  many  users  of  potato  flakes  had  used  instant  or  dehydrated 
potatoes  in  the  preceding  2  months  as  compared  to  nonu^ers  of  potato  flakes . 
Generally,  more  homemakers  who  used  potato  flalies  appeared  to  use  other  preparec 
potato  products  than  homemalcers  who  had  not  used  potato  flalies.   (Table  12.) 

Households  using  potato  flalies  can  be  characterized  as  preferring  potatoes 
as  mashed,  preparing  potatoes  more  often  as  mashed,  and  more  apt  to  be  buyers 
of  processed  potato  products,  especially  other  forms  of  dehydrated  potato  pro- 
ducts than  those  households  not  using  potato  flalces. 

In  addition  to  their  use  patterns  of  potatoes  and  potato  products,  home- 
makers  were  asked  to  give  their  preferences  (l)  bet^/een  potato  flakes  and  Irish 
potatoes  aind  (2)  between  potato  flakes  and  other  insteait  or  dehydrated  potatoes 
that  they  had  used. 

Potato  flakes  were  preferred  over  Irish  potatoes  for  making  mashed  or 
•^■rtilpped  potatoes  by  5  in  10  homemakers  who  used  both  potato  flalves  and  Irish 
potatoes;  ^4-  in  10  preferred  Irish  potatoes;  and  1  in  10  had  no  preference. 
(Table  I3.)  Convenience  was  the  main  reason  given  by  horaemalcers  preferring 
potato  flakes  for  this  p\irpose,  while  taste  was  the  major  reason  given  by  home- 
makers  preferring  Irish  potatoes . 


Comparisons  Sased  on  Sales  Audit  Data 

A  comparison  of  sales  of  fresh  potatoes  and  other  potato  products  bet\7-een 
2  time  periods,  one,  a  benchmark  period  a  month  prior  to  the  market  test,  the 
other,  the  market  test  period  itself,  was  made  to  determine  the  substitution 
effect,  if  any,  of  potato  flakes  during  the  market  test  period.  These  sales 
data  als-o  can  be  used  as  a  rough  indication  of  the  effect  of  rising  prices, 
prevalent  during  the  market  test  period,  on  sales  of  these  products.  In  addi- 
tion, the  consumer  survey  included  questions  on  substitution  effect  and  price. 

For  ease  of  comparison,  all  products  are  converted  to  a  fresh  potato  equiv- 
alent basis.  These  comparisons  are  based  on  audited  sales  data  obtained  from 
20  sample  supermarkets  during  each  period  in  the  market  test  area. 

Audited  sales  of  all  potatoes,  fresh  and  processed,  during  the  market  test 
period  show  an  increase  over  the  benchmark  sales  established  a  month  earlier 
despite  the  introduction  of  potato  flalces  and  prevailing  higher  prices  for  fresh 
and  processed  potato  products.  Processed  potato  products  ^rith  flalce  sales  re- 
moved show  an  increase  in  sales  of  2k   percent  over  the  premarket  test  week. 
llhen  potato  flalce  sales  are  included,  sales  of  processed  potato  products  increasi 


o3  percent  over  the  benchmark  period.  Ginilarly,  fresh  potatoes  show  an  G-per- 
cent  increase  in  sales  bet^/een  the  2  periods.  Foi-  all  products --fresh  and  pro- 
cessed, includinc  flaices — the  overall  increase  bet^.reen  the  2  periods  is  l6  per- 
cent. The  relatively  greater  increase  of  processed  potato  sales,  especially 
potato  chips,  during  the  suimner  months  follows  the  generaJ.  seasonal  pattern  for 
potatoes . 

Du.ring  the  rnarket  test  period,  potato  flalie  sales  on  a  fresh  pota'bo  equiv- 
alent basis  accounted  for  a  little  over  "j   percent  of  the  total  sales  for  0.II 
potato  products  sold.   Fot3.to  flake  sales  accounted  for  a  nuch  higher  propor- 
tion--31.6  percent--of  the  total  sales  for  all  major  processed  potato  products 
during  the  market  test  period.   On  a  fresh  potato  equivalent  basis,  the  28,000 
poujids — represented  by  flal-ies- -accounted  for  a  half  i/eek's  sales  of  fresh 
potatoes  during  the  market  test  period.   (Table  l^i-,  fig.  8.) 

The  pattern  revealed  by  an  analysis  of  audited  sales  data  appea,rs  to  be 
that  the  introduction  of  potato  flalie  sales  and  rising  prices  did  not  adversely 
affect  sales  of  fresh  potatoes  and  other  processed  potato  products.  The  sub- 
stantial increa-se  in  sales  of  a.ll  potatoes,  pai-ticularly  processed  potato  pro- 
ducts during  the  market  test  period,  seems  to  rule  out  potato  flal:es  as  a  sub- 
stitute for  other  potato  products .  Market  data  on  sales  of  fresh  and  processed 
potato  products  were  not  available  for  previoys  years,  thus  no  absolute  measure 
of  the  extent  of  substitution  \v<xs   possible.   On  the  other  hand,  the  consumer 
survey  reveals  some  indication  of  what  the  long  run  situation  may  be  as  it 
concerns  the  substitution  effect  of  potato  flakes . 

As  an  indication  as  to  whether  potato  flalie  purchases  were  substitutions 
for  Irish  potatoes  or  were  purchased  in  addition  to  Irish  potatoes,  homemakers 
who  used  potato  flakes  were  asked:   "IHien  you  used  potato  flaices,  what  were  you 
substituting  them  for?" 

Replies  Percent  l/ 

Irish  potatoes  80 

Cereal  pastes  (noodles,  macaroni,  spaghetti)  9 

I'Tothing 7 

Rice 6 

Starches  2 

l-'Iiscellaneous 1 

Plot  ascertained,  don't  know ■ 2 

number  of  cases  29^ 


1/  Percentages  add  to  more  than  100  because  some  homemalcers  gave  more  than 
1  response. 

Most  hoT:iema::ers  were  substituting  potato  flaices  for  Irish  potatoes.   Mainly, 
potato  flalies  i70uJ-d  substitute  for  potatoes  in  the  mashed  form  and  not  in  the 
many  other  irays  in  '\rhich  fresh  potatoes  may  be  prepared.   In  addition_,  7  percent 
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of  the  homemakers  stated  that  the  new  product  was  not  purchased  as  a  substitute 
at  all.  While  the  substitution  effect  reported  by  consumers  was  not  reflected. 
by  the  sales  audit  data,  it  must  be  also  remembered  that  only  ik   percent  of  the 
population  bought  potato  flal-:es  during  the  market  test.   It  is  likely  that  as 
the  proportion  of  homemaJ^ers  buying  potato  flakes  or  similar  products  increases, 
the  stated  substitution  effect  may  be  greater  on  fresh  potato  sales  than  pre- 
sently shown  by  sales  audit  data. 


Product  by  Product  Comparisons 

Sales  of  all  major  potato  products,  processed  and  fresh,  were  audited  to 
determine  the  relative  sales  position  of  the  test  product  in  the  market  test 
area.  Sales  data  for  competing  products  and  the  test  product  were  related  to 
size  of  retail  outlet  on  the  basis  of  annual  dollar  volume,  average  sales  per 
store,  sales  per  100  customers,  and  price  relationships  among  the  audited  pro- 
ducts . 

Actual  sales  of  potato  flakes  are  used  in  the  comparisons  with  other  com- 
peting products,  since  a  satisfactory'"  method  of  adjusting  sales  to  eliminate 
the  effects  of  the  promotional  campaign  for  potato  flakes  was  not  practicable. 
Although  no  other  potato  product  received  as  intensive  promotional  treatment  as 
pota.to  flakes  during  the  '^-\ree\'i   period,  a  limited  amount  of  promotionaJ.  a,ctivity 
was  observed  for  several  of  the  other  audited  potato  products,  notably,  frozen 
french  fries,  potato  chips,  and  canned  whole  white  potatoes,  usually  in  the  fojrm 
of  weekend  specials.   Undoubtedly,  the  promotional  campaign  for  potato  flakes 
fostered  an  increased  awareness  of  other  potato  products  and  probably  had  a 
beneficial  effect  on  the  sales  of  these  products. 

Sales  Ratios 

Potato  flalces,  on  either  a  case  or  fresh  potato  equivalent  basis,  outsold 
all  processed  potato  products  with  the  exception  of  potato  chips.   Of  these 
processed  potato  products  outsold  by  potato  flakes,  only  frozen  french  fries-- 
an  acknowledged  leader  in  frozen  vegetable  sales--came  close  (a  ratio  of  1.3 
to  1  in  favor  of  potato  flalies)  to  the  sales  volume  position  of  potato  flakes 
during  the  market  test  period.  VJhen  sales  of  frozen  french  fries  are  excluded, 
potato  flalce  sales  were  greater  than  the  combined  total  of  all  other  frozen, 
canned,  and  dehydrated  potato  products  carried  in  the  20  sample  supermarkets 
in  the  market  test  area.   On  the  other  hand,  fresh  potatoes  far  outsold  potato 
flakes.   On  a  fresh  equivalent  basis,  the  sales  ratio  was  about  15  pounds  of 
fresh  potatoes  to  1  pound  of  potatoes  in  the  forra  of  flakes .   Other  processed 
potato  products,  including  potato  chips,  also  were  outsold  by  fresh  potatoes 
in  most  instances  by  as  great  or  greater  margins.   (Table  15,  fig.  9') 

Dollar  Volume 

A  similar  situation  was  found  when  comparing  the  total  dollar  value  on  a 
retail  price  basis  of  potato  flakes  and  other  closely  competing  potato  products. 
Here  again  only  2  products — fresh  potatoes  and  potato  chips — show  a  greater 
dollar  sales  volume  during  the  5-week  market  test  period  than  potato  flalces. 
(Table  15.) 
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'nen  the  sales  rates  of  fresh  potatoes  and  other  potato  products  are  charted 
the  sales  pattern  for  these  products  "becomes  more  readily  apparent.  Potatoes 
and  potato  products  align  ther,Tselves  into  3  sales  classifications  (fig.  lO). 
In  the  lowest  sales  classification  are  foimd  canned  vhole  white  potatoes  and 
fresh  poto.to  salad.  I'ot  sho-^m  but  also  in  this  same  class  vouJ.d  "be  a  combination 
of  several  frozen  potato  products  other  than  frozen  french  fried  potatoes.   In 
the  middle  category  are  frozen  french  fried  potatoes,  potato  flalces,  and  pos- 
sibly potato  chips,  although  potato  chip  sales  were  considerably  higher  during 
the  5-veek  test  period.   It  is  expected  that  potato  chip  sales  would  fall  into 
the  middle  category  .after  its  seasonal  pealc — the  summer  months — had  passed. 
At  the  top,  clearly  by  themselves,  are  fresh  potatoes.  r!o  processed  potato 
product  approaches  the  sales  volume  of  fresh  potatoes . 
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.Although  it  must  be  remembered  that  these  data  are  from  one  market  and  for 
only  a  relatively  short  period  of  time,  the  strong  position  of  potato  flal^es  in 
relation  to  other  processed  potato  products  as  indicated  by  sales  ratios,  dollar 
vol-a::ie,  and  sales  pattern  points  to  the  likelihood  of  commercial  adoption  of 
potato  f  lal-ces . 

Customer  Count  Relationships 

Ccistoner  covjit  inforraation  was  obtained  from  each  of  the  audit  stores. 
These  data  vere  rela.ted  to  sales  of  the  various  potato  products  being  audited 
and  converted  to  a  sales  per  100  customers  classification.  Such  data  allov  for 
an  appraisal  of  the  effect  of  customer  traffic  on  unit  sales  of  the  ne\v-  product. 
?Iovever,  sales  per  100  customers  as  a  yardstick  had  limited  usefviness  in  this 
market  test  because  of  the  short  market  test  period,  attendant  promotional  cam- 
paign, and  the  lise  of  only  large  volume  outlets  in  the  sample.  Table  l6  shows 
that  potato  flakes  outranked  all  potato  prodiicts  in  unit  sales  per  100  customers 
vith  the  exception  of  fresh  potatoes.  An  inference  that  can  be  draim  from  the 
customer  count  data  is  that  sales  of  potato  flakes  tended  to  be  more  often  a 
multi-  rather  than  a  single-unit  transaction. 

Price  Relationships 

Rising  prices  for  fresh  potatoes  -vrith  the  price  of  potato  flakes  held  con- 
stant "ondoubtedly  made  the  sales  position  of  potato  flakes  relatively  more 
favorable  during  the  market  test  period.  10/  The  fresh  potato  situation  in  the 
triple-cities  area  followed  quite  closely  the  national  pattern  of  short  supplies 
and  rising  prices,  culminating  in  a  record  pealc  about  mid- July.  This  is  the 
familiar  classical  picture  of  the  effect  of  a  short  supply  on  a  commodity  with 
an  inelastic  demand.  Tlie  audit  data  indicate  that  weekly  fresh  potato  sales 
were  higher  during  the  5 -week  test  period  than  during  the  pretest  week  a  month 
earlier  (fig.  ll).  Sales  of  fresh  potatoes  in  the  20  audit  stores  during  the 
pretest  week  averaged  a  little  more  than  5^,000  pounds.  The  average  for  the 
5-week  test  period  was  almost  59^000  pounds  of  fresh  potatoes.   (Table  1^.) 
This  increase  occurred  during  hot  weather  months  when  purchases  of  fresh  potatoes 
normally  fall  off  with  the  slack  usually  taken  up  by  processed  potato  prod\,icts, 
such  as  potato  chips,  frozen  french  fries,  etc. 

M  important  consideration  in  the  interpretation  of  the  fresh  potato  sales 
and  price  data  is  the  relatively  short  period  involved.  The  increase  ih  fresh 
potato  sales  that  did  occur  may  have  been  due  to  other  factors.  For  example, 


10/  Consumer  response  to  relative  prices  of  potato  flakes  and  Irish 
potatoes --Vfli en  homemalcers  who  u^sed  potato  flalies  were  asked:   "How  would  you  say 
that  the  price  of  1  box  of  potato  flakes  compared  to  the  price  of  Irish 
potatoes  needed  for  k   servings  of  mashed  potatoes?'  More  than  half  of  the  users 
who  kne\-?  the  price  of  potato  flakes  replied  that  'potato  flalces  are  cheaper  now." 
Only  12  percent  said  that  'Irish  potatoes  are  cheaper  now"  and  about  13  percent 
thought  the  prices  were  "about  the  same." 


la  ■    rvi«  >' 
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the  promotional  campaign  for  potato  flai^ces  during  the  market  test  period  may 
have  had  some  effect  in  stiraiolating  the  sales  of  fresh  potatoes  and  other  potato 
products.   In  any  event,  the  introduction  of  potato  flakes  in  the  ma.rket  did 
not  adversely  affect  the  sales  of  fresh  potatoes. 

Similarly,  audit  data  concerning  sales  of  selected  processed  potato  pro- 
ducts duri^ig  the  2  periods  show  for  the  most  part  rising  sales .  Hoirever,  a 
dropoff  in  sales  of  potato  chips  occurred  in  the  last  2  weeks  of  the  market 
test  period  during  a  time  when  prices  for  this  product  reached  a  peak.  The 
response  of  sales  to  price  for  frozen  french  fries  and  canned  whole  white 
potatoes  is  somewhat  obscured  hy  the  fact  that  weekend  specials  occurred  in 
stores  where  these  product  were  sold  (fig.  12). 
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.^T  ASSESSIviEIlT:   MARICET  TEST  FACTORS  AKD  PRODUCT  FOTEI-TTIAL 

Market  Test.  Factors 

Several  qualifying  factors  inu.st  be  kept  in  mind,  for  a  realistic  appraisal 
of  the  sales  potential  of  potato  flakes .  An  earlier  publication  dealing  vith 
some  preliminary  findings  of  this  market  test  stated,  in  effect,  that  such 
factors  -as  the  shortness  of  the  market  test  period,  imusually  high  prices  for 
fresh  potatoes,  etc.,  resulted  in  a  more  favorable  sales  position  for  potato 
flakes  than  woiAld  other\7ise  have  been  the  case.  11/  A  reappraisal  of  this 
statement  based  on  additional  analyses  of  the  data  confirms  oiHy  in  part  the 
above  conclusion.   Covmterbalancing  influences  offset  in  many  instances  the 
favorable  effect  of  these  "outside"  factors  on  sales  of  potato  f lalces .  Since 
the  net  effect  of  these  market  test  conditions  is  to  make   the  favorable  results 
found  for  potato  flalces  subject  to  more  speculation  than  would  other\rise  be  the 
case,  a  more  detailed  discussion  of  the  various  factors  is  warrsmted. 

Among  the  severaJ.  factors  limiting  the  usefulness  of  the  ras.i-ket  test 
research  findings,  probably  a  primary  one  is  the  short  market  test  period.  Tiie 
market  test  had  been  scheduled  for  a  minimum  of  10  weeks .  Tlie  abbreviated 
market  test  period  of  3   weeks  resulted  from  an  extremely  high  rate  of  initial 
pujTchases,  induced  in  large  part  by  in-store  demonstration  sales,  and  a  rema.rk- 
ably  high  proportion  of  initial  buyers,  considering  the  short  time  period,  malc- 
ing  frequent  repeat  purchs^ses  of  potato  flalies . 

From  a  research  standpoint,  a  short  market  test  period  makes  for  incon- 
clusive results.  This  is  usually  the  case  for  food  product  innovations,  since 
a  market  test  period  of  several  months  serves  to  eliminate  the  novelty  or 
impulse  purchase  effects  induced  by  promotional  activities  as  well  as  allowing 
sufficient  time  for  the  formation  of  a  reliable  repeat  purchase  pattern.  This 
generalization,  particularly  in  regard  to  repeat  purchases,  does  not  appear  to 
hold  for  potato  flakes .  i\lmost  a  third  of  the  repeat  buyers  of  potato  flakes 
made  h   or  more  purchases  of  the  prodiict  during  the  5-'^''eek  period.  This  indicates 
that  a  repeat  purchase  pattern  for  flalces  was  more  quickly  established  thecn   is 
usually  the  case.   In  addition,  the  reasons  given  by  a  considerable  proportion 
of  the  onetime  buyers  of  the  product  for  not  making  additional  purchases  re- 
flected the  actual  situation  that  the  product  was  not  available  on  grocer  shelves 

A  factor  enhancing  the  favorable  sales  position  of  potato  flakes  was  the 
promotional  campaign  for  potato  flalces  carried  on  during  k   of  the  5  weeks  of 
the  market  test  period.  A  promotional  campaign  under  normal  circiuiistances 
maximizes  the  sales  position  of  a  new  product  relative  to  other  competing  pro- 
ducts .  However,  the  question  raised  was  whether  or  not  the  proraotio33al  cam- 
paign tal:en  in  conjunction  with  the  short  market  test  period  would  unduly  affect 


11/  "I-Iarket  Testing  Potato  Flakes — A  New  Form  of  Dehydrated  Mashed 
Potatoes,"  a  paper  presented  at  a  meeting  sponsored  by  the  Jfeine  Potato  Com- 
mission at  Houlton,  Maine,  by  Philip  B.  Dwoskin  and  Milton  Jacobs,  October  l6, 
1956,  Agr.  Mlrtg.  Serv.,  U.  S.  Dept.  Agr. 
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potato  flalce  sales  relative  to  sales  of  other  products .   In  th?Ls  respect  it 
shouJLd  be  pointed  out  that  the  shortness  of  the  test  did  not  permit  nearly  the 
extent  of  consumer  awareness  of  the  availahility  of  potato  flakes  as  exists  for 
established  potato  products.  This  tends  to  minimize  to  some  degree  the  special 
benefits  of  the  promotional  campaign  for  pot3.to  flaJces. 

In  viev  of  the  above  situation,  the  short  market  test  period  assumes  greater 
importance  in  as  much  as  the  sales  position  of  potato  flalces  i/as  achieved  -irithin 
a  situation  of  relatively  lo\r   consiAiner  avareness  of  their  availability.  'This 
assumption  is  based  on  the  proposition  that  an  advertising  campaign  has  a  co.rry- 
over  effect.  Tlae  shortness  of  the  market  test  period  eliminated  for  the  most 
part  these  "beneficial  effects  "  -^T-hich  may  have  increased  avareness  of  tlie  pro- 
duct aiaong  the  unavare  households. 

Another  factor,  of  considerable  im-portance  to  the  saJes  position  of  potato 
flatves,  is  the  record  higli  prices  for  fresh  potatoes  during  the  sujnmer  of  193 6. 
Mthough  fresh  potato  prices  hit  their  record  peal<:  after  the  market  test  had 
ended,  weekly  prices  for  fresh  potatoes  averaged  9«3  cents  per  pound  at  the 
beginning  of  the  test  period  and  10.1  cents  at  the  end  of  the  '^-'jeek   period. 
On  an  equivalent  basis,  potato  flakes  sold  for  11  cents  a  pound,  malcing  them 
almost  as  econom.ical  as  fresh  potatoes .  However,  during  this  period  of  rising 
prices,  audited  sales  of  fresh  potatoes  and  other  potato  products  trended  up- 
ward and  were  higher  than  the  benchmark  data  established  by  a  premarket  test 
audit  a  month  prior  to  the  introduction  of  potato  flaltes  on  the  market.  More- 
over, the  assuraption  that  consumers  would  substitute  potato  flakes  for  fresh 
potatoes  because  of  the  price  situation  is  someT-rhat  weaJcened  by  the  fact  that 
potato  flal^es  as  a  substitu.te  for  fresh  potatoes  can  be  used,  in  most  instances, 
only  as  mashed  potatoes . 

The  various  factors  prevalent  during  the  market  test  period  apparently  did 
not  necessarily  maximize  the  sales  of  potato  flalces .  Furthermore,  the  ans-lysis 
of  research  data  collected  by  the  sales  audit  and  consumer  survey  methods  does 
not  substantiate  the  belief  that  the  shortness  of  the  market  test  period  by 
itself  invalidates  an  assessment  of  the  commercial  possibilities  of  potato 
f  lalies . 


Estimates  of  the  Potential  for  Jr^otato  Flakes 

iMthough  the  data  obtained  from  the  retail  audit  and  consumer  survey 
tecliniques  can  only  be  considered  representative  of  the  market  test  area,  some 
indications  of  broader  applicability  as  to  the  potential  of  potato  flalces  can 
be  inferred  from  available  data.  The  particular  set  of  market  test  conditions 
discussed  earlier,  namely  moderately  heavy  promotions,  high  potato  prices,  and 
the  shortness  of  the  test,  also  should  be  taJcen  into  account  in  any  projections 
made  of  the  potential  for  potato  flal^es  beyond  the  market  test  area. 
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Estimated  Potato  Flakes  Sales  for  All  Triple-City 
Retail  Food  Stores 

Data  collected  from  the  20  audit  stores  were  used  to  malce  projections  for 
the  market  test  area.  I\s   noted  earlier,  these  20  stores  vere  a  sample  draim 
from  a  population  of  ^i-l  chain  and  independent  supermarkets  in  the  Binghamton 
area.  The  remaining  21  stores  vere  stocked  with  the  product  but  not  audited.  12/ 
Fi-ojections  based  on  sales  figures  from  the  audit  stores  for  the  total  triple- 
city  area  (339  stores)  give  an  estimate  of  897  cases,  or  179  cases  weekly  which 
would  be  about  1.2  cases  per  week  per  1,000  population.   This  sales  projection 
A:as  adjusted  to  remove  the  effects  of  in-store  demonstrations.   If  in-store 
demonstration  sales  are  included,  the  estimated  sales  for  all  food  outlets  in 
the  market  test  area  are  a  little  over  1,300  cases  for  the  5-week  period,  with 
an  average  of  263  cases  per  week.  Similar  projections  for  other  closely  com- 
peting products  are  given  in  table  17 • 

Weekly  Sales  of  Potato  FlsJces  Compaxed  With 
Frozen  Grapefru.it  Sections 

In  195^^  the  U.  S.  Department  of  Agricultvire  conducted  a  market  test  on 
frozen  grapefruit  sections  in  Erie,  Pa.,  which  was  almost  identical  in  design 
to  that  ujidertalcen  with  potato  flakes .  VJhile  the  2  products  are  not  directly 
comparable,  the  resuJ-ts  of  the  tests  may  be  of  interest  in  appraising  potentials. 
Figure  13  shows  weekly  sales  for  both  flakes  and  grapefiruit  sections.   In  order 
to  get  a  more  reliable  picture  of  sales  rates  of  each  test  product,  data  from 
only  the  nonderaonstra,tion  stores  were  used.  Except  for  the  first  week  of  the 
5-week  period,  potato  flake  sales  were  considerably  higher  than  frozen  grape- 
fruit section  sales.   Potato  flalce  sales  in  the  nondemonstra.tion  stores  averaged 
almost  3  cases  per  week.  For  frozen  grapefruit  sections,  weekly  sales  averaged 
a  little  more  than  2  cases.  Several  large  processors  and  distributors  of  citrus 
products  are  presentli^  marketing  frozen  grapefi^uit  sections.  Unofficial  indvistry 
estiinates  show  considerable  increases  in  sales  each  year  since  the  market  test 
in  the  amount  of  frozen  grapefruit  sections  packed  for  commercial  sale. 


Estimated  Amounts  of  Potato  Flakes 
Bouglit  by  Purchasing  Households 

An  insight  into  the  potential  for  potato  flalces  can  be  gained  by  an 
analysis  of  the  amounts  bought  by  repeat  piirchasers  of  the  product.  To  some 
extent  this  eliminates  from  the  analysis  novelty  buying  by  onetime  purchasers 
induced  by  the  promotional  program  for  the  product.  Repeat  purchasers  are 
more  likely  to  be  steady  buyers  of  the  product  under  actual  market  conditions 
than  the  onetime  buyers.  The  amounts  bought  by  these  households  can  serve  as 


12/  A  total  of  339  retail  food  outlets  were  in  operation  in  the  market 
test  area  at  the  time  of  the  market  test.   Of  this  total,  kl   stores  were  s\iper- 
markets  as  defined  by  tlie  Binghamton  Press,  doing  approximately  85  percent  of 
the  retail  food  business  in  the  area. 
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AVERAGE  SALES  PER  STORE  -  NONDEMONSTRATION  STORES  -  FOR  POTATO 
FLAKES  AND  FROZEN  GRAPEFRUIT  SECTIONS  BY  WEEK 


CASES 


Potato  flakes  (14  stores,  Binghampton,  Endicott  and  Johnson  City) 


Frozen  grapefruit  sections  (21-23  stores,  Erie,  Pa.) 

'  y  I     I     I 


6  7 

WEEK 


10 


TMENT     OF    AGRICULTURE 


MARKETING    SER 


Figure  1- 


guidelines  as  to  possible  purchase  rates  once  the  product  is  generally  available. 
The  consumer  survey  found  that  about  6  in  10  of  the  buyers  of  the  product  made 
more  than  one  purchase.  Tlius,  the  estimate  for  the  percentage  of  households 
in  the  Binghamton  area  malting  repeat  purchases  is  8.k  percent  compared  to  the 
total  of  13.6  percent  representing  the  proportion  of  triple-city  households 
buying  potato  flalces . 


Using  19!50  census  figures  for  nui^iber  of  families  in  the  Binghamton  area, 
an  estimate  can  be  made  of  the  average  amount  of  potato  flal^es  bought  by  repeat 
purchasing  households.   In  terras  of  fresh  potato  equivalent  this  is  7.6  poLinds 
for  the  5-\reek  period.  I3/  One  way  of  evaluating  this  figure  is  to  compare  it 
vith  per  capita  consumption  of  fresh  potatoes  and  other  potato  products  as 
determined  by  the  19^"5  Food  Consumption  Survey.  1^/  Intervie-s-rs  for  this  study 


13/  Tlais  estimate  is  based  on  the  folloiring  assumption:   (l)  That  the 
figvure  of  it-0,000  families  arrived  at  in  the  I95O  census  for  the  Binghamton 
urbajiized  area  corresponds  \rlth   the  area  served  by  the  stores  stocking  the  pro- 
duct and  \r±th   the  universe  of  hoi.iseholds  sampled  in  the  surveys;  and  (2)  that 
the  single  purchasers  bought  only  one  box  of  potato  flalces . 

14/  Food  Consxraption  of  Households  in  the  I.'ortlieast,  Household  Food  Con- 
sui:Tption  Survey  1955,  Report  T.o.   2.,   U.  S.  Dept.  Agr.,  Washington,  D.  C,  Dec. 
1956. 
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vere  talcen  during  the  spring  of  IS'^55.  Tlie  -uj^tan  Northeast  per  capita  figure 
for  fresh  potatoes  and  othez"  potato  products  was  I.78  poimds  per  week.  Assuming 
that  the  rate  of  consuxiption  corresponds  ^^rith  the  rate  of  purchase,  the  average 
veekly  per  capita  consunrption  of  potato  flalces  hy  repeat  purchasers  is  Oj-i-0 
ipoimd,  or  22  percent  of  the  per  capita  potato  consiuaption  figures  given  above. 
An   interesting  comparison  is  that  processed  potato  products  (frozen  french  fries, 
camied  vhoD-e  whites,  potato  chips)  comprised  only  I3  percent  of  the  total  per 
ca.pita  potato  consumption  figure  in  the  urban  Ilortheast.   (Table  I8.)  I-Hiile 
the  da-ta  from  the  two  studies  are  not  directly  comparable  because  of  time  and 
area  differences,  the  sizable  proportion  that  potato  flalces  are  of  the  total 
per  capita  figure  is  of  considerable  importance  in  estimating  the  potential 
for  the  test  product. 


Comparison  VJith  Frozen  French  Fried  Potatoes 

/mother  aspect  of  the  potential  for  this  product  is  its  better  than  1  to 
1  sales  ratio,  on  eji   adjusted  fresh  equivalent  basis,  with  frozen  french  fried 
potatoes.  Another  indication  that  the  similarity  of  sales  for  potato  flalces 
cind  frozen  french  fried  potatoes  in  the  market  test  period  may  have  wider  appli- 
cability, is  the  close  agreement  bet\feen  the  sales  audit  data  and  the  1955  House- 
hold Consumption  Survey  data  for  frozen  french  fries .  This  can  be  interpreted 
as  meaning  that  the  market  test  area  can  be  considered  fairly  typical  of  the 
northeast  region  in  its  use  of  frozen  french  fried  potatoes. 

In  1956,  an  estimated  9  million  bushels  of  fresh  potatoes  were  utilized 
as  frozen  french  fries.   ']?liis  is  a  gain  of  about  I7  percent  over  the  previous 
year.   (Table  19* )  I'he  foregoing  can  be  used  as  a  rougli  guide  as  to  the  impact 
potato  flakes  could  have  on  fresh  potato  utilization  if  adopted  on  a  fairly 
large  commercial  scale,  assuming  that  comparable  results  could  be  achieved  in 
other  markets  and  over  longer  periods  of  time. 


•  '  Expectajicy  as  to  Rirchase  of  Potato  Flakes  by  Consuraers 

Perhaps  the  best  indication  as  to  the  potential  for  potato  flakes  is  the 
reaction  of  consumers  already  exposed  to  the  product  mider  actual  market  con- 
ditions. Both  users  and  aw3,re  nonusers  were  queried  about  their  expectations 
concerning  the  purchase  of  potato  flalces. 

About  9  i3^  10  homemalcers  who  had  used  the  product  and  0  in  10  homemalcers 
who  had  not  used  the  product  responded  that  they  intended  to  purchase  potato 
flal:es  if  they  were  available  in  the  future.   (Table  20.) 

Of  the  homemakers  who  said  that  they  planned  to  purchase  the  product  in 
the  future,  h   in  10  users  claimed  the  product  would  become  part  of  their  steady 
diet,  while  only  1  in  10  aware  nonusers  made  such  a  statement.   (Table  21.) 
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Table  1. --Sales  of  potato . flakes  in  Binghamton,  Endicott,  and  Johnson  City; 
N.  Y.,  week  of  May  21,   1956,  and  June  l8  to  July  2h-,   1956 


Week  and  stores 


Sales  in  audit  stores: 

Pretest  veek  

Week  1 - 

Week  2 

Week  3 

Week  ^4- 

Week  5  -  — - 

Total  sales,  weeks  1-5,  in  20 
audit  stores  

Weekly  average,  20  audit  stores 

Average  weekly  sales  per  store, 
20  audit  stores  


Deliveries  to  21  nonaudit  stores 
Total  sales  i<-l  stores  -^    


Potato  flaJie  sales 


Potato  flake 
sales  with 

demonstration 
effects 
removed 


Cases    Dollars  Pounds 


0 

179 

171 

69 

lOl^ 


609 

122 


Average  weekly  sales  per  nonaudit 
store,  21  stores,  k   weeks  

Average  weekly  sales  for  all  kl 
stores  


6.09 
285 
89^ 

3.39 
1^.86 


623 
596 
2i+l 
362 
298 


2,120 

k2k 

21.20 
992 
3,112 

11.81 
16.91 


2/ 


19A90 


y 


8,978 
28,168 


Cases 


0 
59 
8U 

69 
lOi^ 


i+02 
80 

if. 02 
285 
687 

3.39 

3.73 


TJ     Effects  of  demonstrations  were  removed  from  the  demonstration  store 
sales  for  week  1  ajid  2  by  taking  the  average  weekly  sales  for  the  last  3 
weeks  for  these  stores  and  multiplying  the  figure  times  the  ratio  of  sales  in 
the  nondemonstration  stores  for  week  1  or  week  2  to  their  average  sales  dur- 
ing the  last  3  weeks. 

2/  A  ratio  of  7  pounds  of  fresh  potatoes  to  1  pound  of  potato  flakes  was 
used  for  conversion  to  fresh  potato  equivalent. 

3/  A  few  cases  that  remained  unsold  at  the  end  of  the  test  period  are  in- 
cluded in  total  as  sales.  Since  3  nonaudit  stores  did  not  accept  delivery 
the  first  week,  it  is  assumed  that  these  two  factors  canceled  each  other  out. 
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Table  2. — Comparisons  of  average  weekly  sales  of  potato  flakes  per  store  in 
demonstration  and  nondemonstration  stores,  Binghamton,  Endicott,  and  John- 
son City,  N.  Y.,  June  l8-July  24,  1956 


Week 

Demonstration 
stores 

Nondemonstration 
stores 

Weekly  ratio 
demonstration 
stores  to  non- 
demonstration 
stores 

1 

Cases 

24.68 

21.32 

5.75 

8.19 

6.87 

Cases 

2.20 
3.10 
2.47 
3.93 
3.17 

Cases 

11.2  to  1 
6.9  to  1 
2.3  to  1 

2.1  to  1 

2.2  to  1 

p 

-3   _   _   __    _____________   _ 

l^ 

c; 

Table  3. — Replies  to  the  question:   "How  did  you  learn  that  potato  flakes 

were  "being  sold?" 


Replies 

Users 

Aware  - 
nonusers 

From  newspaper,  radio,  or  television  — 

Percent  -^ 

83 
82 
43 
16 

Percent  -^ 

64 

45 

43 

5 

294 

278 

"T/  Percentages  add  to  more  than  100  because  some  homemakers  gave  more  than 
1  reply. 


-  i+0  - 

Table  k. Relation  between  purchase  of  potato  flakes  in  last  2  months  and 

personal  characteristics  of  homemaker  who  purchased  the  product 


Personal 
character i  sties 


Replies  to  question:   Have 
you  bought  any  of  these  potato 
flakes  in  the  last  2  months?" 


Yes 


No 


Total 


Home- 
makers 


All  homemaker s 

Age:  -^ 

Under  35  

35  -  hk   

k3   and  older 

3/ 


1/ 


Percent 


Ik 


Education: 

Grammar  

High  school 
College  


Income : 
Low  — 
Middle 
High  - 


V 


10 
ll^ 

16 


12 
13 
13 


13 
13 
15 


Percent 


90 
86 


Percent 


100 


8? 
87 


87 
87 
85 


100 
100 
100 


100 
100 

100 


100 
100 
100 


Number 


2,228 


7&5 
511 
83^^ 


389 

1,^59 

352 


i+33 

1,123 

i+00 


TJ     Includes  all  homemakers  who  had  bought  blrt^not^used  the  product  at"  the 
time  of  the  survey. 

2/  Age  was  not  ascertained  for  21  homemakers. 

3/  Education  was  not  ascertained  for  10  homemakers. 

5/  Income  was  not  ascertained  for  70  homemakers. 
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Table  5 — Relation  between  times  potato  flakes  were  purchased  in  last  2  months 
and  personal  characteristics  of  homemakers  who  used  the  product 


Personal 
characteristics 


Number  of  times  purchased 


Once 


Two 
or  more 


Total 


Home- 
makers 


All  homemakers  

1/ 

Age:  -^ 

Under  35  

35  .  1,1, -. 

^5  and  older  

2/ 

Education:  — ' 

Grammar  school  

High  school  

College  

3/ 

Income :  -^ 

Low  -  up  to  $2,1+99 

Middle  -  $2,500  -  $3,999 
High  -  $4,000  and  above  - 

V 

Size  of  family: 

1  or  2  persons  

3  to  4  persons  

5  or  more  persons  


Percent 

38 


35 
32 
1+0 


1+2 
33 

1+1+ 


Percent 
62 


65 
68 
60 


^3 
39 
28 


1+2 
30 
38 


58 
67 
56 


57 
61 
72 


58 
70 
62 


Percent 
100 


100 
100 
100 


100 
100 
100 


100 
100 
100 


100 
100 
100 


Number 
305 


82 

72 

126 


h3 
192 

h5 


56 

ll+O 

58 


83 

110 

95 


l/  Age  was  not  ascertained  for 
not  ascertained  for  6  homemakers. 

2/  Education  was  not  ascertained  for 
were  not  ascertained  for  5  homemakers. 

3/  Income  was  not  ascertained  for  36  homemakers 
were  not  ascertained  for  1+  homemakers. 

k/     Replies  to  the  question  were  not  ascertained  for  6  homemakers. 


homemakers;  replies  to  the  question  were 
7  homemakers;  replies  to  the  question 
replies  to  the  question 
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Table  6. --Relation  between  general  satisfaction  with  potato  flakes  and  per- 
sonal characteristics  of  homemakers  who  used  the  product 


Personal 
characteristi  cs 


Replies  to  the  question;   In 
general^  would  you  say  that  you 
are  satisfied  or  dissatisfied 
with  potato  flakes?" 


Satisfied 


Dis- 
satisfied 


Total 


Home- 
makers 


All  homemakers  -- 

Age:i/ 

Under  35  

35  -  ^^   

^5  and  older  — 

2/ 

Education:  -' 

Grammar  school 
High  school  --- 
College •- 


Income:  -' 

Low  -  up  to  $2,^99  

Middle  -  $2,500  -  $3,999 
High  -  $4,000  and  above  - 


V 


Size  of  feunily: 
1  or  2  persons  — 
3  to  4  persons  — 
5  or  more  persons 


Percent 


80 
90 
92 


Percent 


12 


Percent 


100 


94 
89 
77 


86 
90 

83 


85 
93 
82 


20 
10 


6 

11 
23 


Ik 
10 
17 


15 

7 

18 


100 
100 
100 


100 
100 
100 


100 
100 
100 


100 
100 
100 


Niomber 


294 


82 

73 

130 


kQ 

193 

45 


57 

l4i 
59 


87 

109 

97 


1/  Age  was  not  ascertained  for  8  homemakers;  reply  to  the  question  was  not 
ascertained  for  1  homemaker. 

2/  Education  was  not  ascertained  for  7  homemakers;  reply  to  the  question 
was  not  ascertained  for  1  homemaker. 

3/  Income  was  not  ascertained  for  36  homemakers;  reply  to  the  question  was 
not  ascertained  for  1  homemaker. 

k/     Reply  to  the  question  was  not  ascertained  for  1  homemaker. 
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Table  7- — Relation  between  satisfaction  with  taste  of  potato  flakes  and  per- 
sonal characteristics  of  honemakers  who  used  the  product 


Personal 
characteristics 


Replies  to  the  question:   "Did 
you  like  the  taste  of  potato 
flakes?" 


Yes 


No 


Total 


Home- 
makers 


All  homemakers  

1/ 
Age:  -' 

Under  35  

35  .  1,1+ 

^5  and  older  

2/ 
Education:  -^ 

Grammar  school  

High  school  

College  

3/ 
Income :  -' 

Low  -  up  to  $2,ii99 

Middle  -  $2,500  -  $3,999 

High  -  $U,000  and  above  - 


Percent 


86 


Percent 


11^ 


Percent 


100 


82 
88 
90 

89 
88 
1^ 


8? 
90 
76 


18 
12 
10 


11 

12 
26 


13 
10 


100 
100 
100 


100 
100 
100 


100 
100 
100 


Number 
29^ 


82 

72 

128 


^1 
191 

i^6 


5^ 
59 


l/  Age  was  not  ascertained  for 
not  ascertained  for  h   homemakers. 

2/  Education  was  not  ascertained  for  7 
were  not  ascertained  for  3  homemakers. 

3/  Income  was  not  ascertained  for  36  homemakers;  replies  to  the  question 
were  not  ascertained  for  3  homemakers. 


homemakers;  replies  to  the  question  were 
homemakers;  replies  to  the  question 
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Table 


, — Relation  between  homemakers'  satisfaction  with  size  of  package  for 
family  and  size  of  family 


Size  of  family 


Replies  to  the  question:   "Is 
it  a  good  size  for  your  family?" 
^Z 


Yes 


No 


Total 


Home- 
makers 


1  or  2  persons  

3  to  U-  persons  

5  or  more  persons  ■ 

T/     Replies  to  the  question  were 


Percent 
87 


Percent 

13 
12 
31 


Percent 

100 
100 
100 


not  ascertained  for  k   homemakers 


Nimiber 

85 

110 

95 


Table  9. --Replies  to  the  question:   "During  the  last  2  months,  would  you  say 
that  you  used  Irish  potatoes  more  than  three  times  a  week,  twice  a  week, 
once  a  week,  less  than  once  a  week,  or  not  at  all?" 


Frequency  of  use 

Users 

Aware - 
nonusers 

Percent 

77 
ll+ 

h 

3 

1 

1 

Percent 

76 
16 

7 
2 

Not  at  all  

100 

100 

29h 

278 

Table  10. --Replies  to  the  question:   "At  what  meal  do  you  serve  Irish  potatoes 

most  often?" 


Replies 


Users 


Aware - 
nonusers 


Percent 


Evening  meal  

Noon  meal  

Breakfast  

Miscellaneous  

Not  ascertained,  don't  know 

Total  --- 

Number  of  cases  

l/  Less  than  1  percent. 


1/ 
1/ 


100 


29h 


Percent 


1/ 


100 


278 


■  ■CM  rvi#  m' 
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Table  11. — Replies  to  the  questions:   "What  are  your  preferred  ways  of  fixing 
Irish  potatoes?"  and  "How  do  you  fix  your  Irish  potatoes  most  often?" 


Replies 


Users 


Preferred 
ways 


Ways  fixed 
most  often 


Aware -nonusers 


Preferred 
ways 


Ways  fixed 
most  often 


Mashed  

Boiled;  stewed  

Baked  

Scalloped ■ -  — 

French  fried 

Home  fried  

Potato  salad  

Steamed  

Creamed  

Miscellaneous  

Not  ascertained,  don't  know  


Number  of  cases 


Percent 


il 


Percent 


y 


Percent 


17 


Percent 


1/ 


59 

32 

12 

3 

h 
h 
1 

2 
1 


2/ 


77 
37 
32 
1^ 
18 
17 
2 

8 
3 

1 


51 
37 
12 

5 
7 


2/ 
2/ 


73 

hh 

37 
17 
23 
2U 
6 


2/ 


204 


278 


1/  Percentages  add  to  more  than  100  because  some  homemakers  gave  more  than 
1  reply. 

2/  Less  than  1  percent. 
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Table  12. --Potato  products  (other  thari  Irish  potatoes)  used  in  the  last  2 

months 


Items 

Users 

Aware - 
nonusers 

Percent 
76 

53 
16 

13 
1+ 
2 
2 

2 

12 
1 

Percent 
7^ 
k6 

16 
6 

Instant  or  dehydrated  potatoes  other 

1 

1 

2 

1 

18 

Did  not  use  other  potato  products  

2$k 

278 

l/  Percentages  add  to  more  than  100  because  some  homeraakers  mentioned  more 
than  1  item. 
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Table  13- — Replies  to  the  question:   "Which  one  --  potato  flakes  or  Irish 
potatoes  —  do  you  prefer  for  making  mashed  or  whipped  potatoes?"  and 
reasons  for  preference 


Preference 


Homemakers  who  used  potato  flakes 
and  Irish  potatoes 


Irish  potatoes 


Reasons  for  preference : 

Like  taste  "better 

Like  them  better — general  -- 

Habit — always  use  them  

Like  texture  better  

More  economical  

Like  appearance  better  

Better  for  large  quantities 

Like  the  mealiness  — ■ 

Are  better  for  you  

Miscellaneous ■- 


1/ 


Potato  flakes 


Reasons  for  preference: 

Convenience ■ 

Are  more  economical ■ — - 

Like  taste  better 

Like  texture  better 

Like  them  better- -general •- 

No  waste  or  spoilage ■ — 

Fresh  potatoes  are  poor  quality 

now ■ 

Miscellaneous ■ — 


i/ 


No  preference • — 

Not  ascertained,  don't  know 


Total 


Number  of  cases 


Percent 


ko 


50 


100 


29^ 


l/  Percentages  for  reasons  are  based  on  the  total  who  preferred  each  type 
and  add  to  more  than  100  because  some  homemakers  gave  more  than  1  reply. 
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Table  l^J-.- -Audited  weekly  sales  of  potato  flakes,  other  processed  potato 
products,  fresh  potatoes  in  20  sample  stores,  Binghamton,  Endicott,  and 
Johnson  City,  N.  Y.,  weeks  of  May  21,  1956,  June  l8-July  2k,   1956 


Week 


Audited  weekly  sales  in  20  ssunple  stores 


Processed 
potato  ^  / 
products  -^ 


Potato 
flakes 


Total 
processed 
and  potato 

flakes 


Fresh 
potatoes 


Total 
fresh  and 
processed 
potatoes 


Pretest 


Average,  weeks  1-5 


Pounds 
9,785 
11,  if  89 
12,600 
12,281 
12,257 
12,052 
12,136 


2/ 


Pounds 


2/ 


Pounds 


2/ 


0 
5,636 

5,397 
2,178 
3,282 
2,696 
3,838 


0 
17,125 
17,997 
li+,^59 
15,539 
li+,7^8 
15,97^ 


Pounds 
5if,506 
5^,775 
65,722 
60,1^^2 
52,931 
60,066 
58,727 


Pounds 


2/ 


6k,  291 
71,900 
83,719 
7^^,601 
68,  if  70 
7i+,8li+ 
7^,701 


1/  Potato  chips,  fresh  potato  salad,  canned  potato  salad,  canned  whole 
potatoes,  frozen  french  fries,  frozen  potato  puffs,  frozen  potato  patties, 
frozen  whipped  potatoes,  and  other  dehydrated  potato  products. 

2/  Fresh  potato  equivalent. 
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Table  l6. — Sales  per  100  customers  and  average  prices  for  potato  flakes  and 
conipeting  potato  products  in  units  and  pounds  fresh  potato  equivalent, 
Bingharaton,  Endicott,  and  Johnson  City,  N.  Y.,  June  l8-July  2k,   1956 


Product 


Flakes--audited  sales  - 

Potato  chips  

Fresh  potato  salad  

Canned  potato  salad  

Canned  whole  potatoes  - 

Frozen  french  fries  

Frozen  potato  puffs  

Frozen  potato  patties  - 
Frozen  whipped  potatoes 
Fresh  potatoes  


Unit 


3-oz.  box 
8-oz .  pacl^ge 
Pounds 
303  can 
303  can 
9-oz.  package 
9-oz.  package 
12-oz.  package 
12-oz.  package 
Pounds 


Sales  per 

100 
customers 


Unit 

3.38 

3.82 

.33 

.06 

.95 

2.83 

.10 

.20 

.06 

67.81 


Average 

price 

per 

unit 


Cents 

1^.5 
^0.2 
3^.8 
26.6 
13A 
16.5 

20.6 

17.5 

17.7 

9.7 


Average  price 

per  pound 

fresh  potato 

equivalent 


Cents 
11.0 
20.1 
23.2 
17.7 
13.8 
12.1 
27.5 
18.7 
17.7 
9.7 


■  ■CI  rvi#  I'l'  &.'#  ^  A   m.T 
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Table  17 •--Projected  sales  for  potato  flakes  and  corapeting  potato  products 
for  the  triple  cities  based  on  sales  in  20  audit  stores,  Binghamton,  Endi- 
cott,  and  Johnson  City,  N.  Y.,  June  l8-July  2k,   1956 


Product 


Unit 


Average  weeks  1-5 


Total  weeks  1-5 


Unit 


Flakes — audited  sales  base 
Flakes — adjusted  sales  base 
Potato  chips  

Fresh  potato  salad  

Canned  potato  salad  

Canned  whole  potatoes  

Frozen  french  fries 

Frozen  potato  puffs  

Frozen  potato  patties  

Frozen  whipped  potatoes  

Total  fresh  potatoes  


2  doz., 
3-oz.  box 

263 

2  doz., 
3-oz.  box 

179 

1  doz., 
8-oz.  pack- 
age 

62i+ 

Pounds 

651 

2  doz., 
303  can 

5 

2  doz., 
303  can 

81 

2  doz., 
9-0Z.  pack- 
age 

237 

1  doz., 
9-0Z.  pack- 
age 

16 

2  doz.,  12- 
oz.  pack- 
age 

17 

2  doz.,  12. 
oz.  pack- 
age 

6 

Pounds 

13^,881 

Unit 
1,31^ 
897 

3,122 
3,255 

26 

J+06 

1,185 
79 
83 

28 

67^, ^OU 
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Table  l8. --Comparisons  for  potatoes  and  potato  products  of  estimates  "based  on 
data  from  the  1955  Food  Consumption  Survey  l/  with  projections  from  audited 
sales,  Binghamton,  Endicott,  and  Johnson  City,  N.  Y.,  June  l8-July  2k,    1956 


1955  Food  Consumption 
Survey  Data 

Market  test  data 

Product 

Average 

consumption 

per 

household 

Total 

consumption 

triple  , 

cities  -/ 

Average 
weekly 
sales  per2/ 
household  "^ 

Average 
weekly 
sales 
triple  cities 

Pounds  ^ 

5.12 

.216 

.01 

.36 

0 

Pounds  ^ 

201^,800 

8,61+0 

1+00 

ll+,l+00 

0 

Pounds  ^ 

3.37 
.193 

.01+8 
•  375 
.207 

Pounds  ^ 
137; 881 

7.73^ 

1,933 

ll+,98l+ 

8,281 

Frozen  french  fries  

Canned  whole  potatoes  — 

1/     A  national  sample  of  households  were  interviewed  to  determine  their  food 
consumption  for  a  1-week  period  in  the  spring  of  1955*  The  report  containing 
the  data  used  is  Food  Consumption  of  Households  in  the  Northeast,  Household 
Food  Consumption  Survey  1955,  Report  No.  2,  195  pp.,  U.  S.  Dept.  Agr. 

2/     This  assumes  1+0,000  households  in  the  test  area--an  assurnption  based  on 
1950  census  figures  for  the  Binghamton  urbanized  area. 

3/  Processed  potato  products  in  fresh  potato  equivalent. 


-  53 


O  IM 

M  On, 


o  r- 
c-  o 


§^ 


ID  Irt  (N 

SO  o  lo 

■^  CO  t- 


Os  i-i  ^ 

CO  \o  so 

SOl^  IM 


OS  Os  <N 
O  CO  so 


CO  so  lO  CO 
(M  rH  t-  so 

eo__  c^_^  os_  i> 


^ 

^ 

g 

2 

so 

0^ 

CO 

(N 

CO 

1— 1 

oq 

(M 

<n' 

CO 

OS 

C-1 

Q 

lO 

o 

Os_ 

o 

•^ 

^ 

^ 

Tf 

o 

CO 

eg' 

CO 

S 

"* 

lO 

o 

lO 

SO 

<N 

lO 

(M 

^i 

^, 

lO 

LO 

CS 

^ 

S 

o 

Os" 

Irt 

t- 

C^ 

t- 

^ 

Irt 

CO 

M 

c<l 

CO 

2 

LO 

CSl 

CO 

S5 

w 

u 

en 

;:3 

Q 

2 
O 

Q 

hJ 

J 

< 

<J 

o 

o 

^ 

^ 

1^ 


o  o  o  o  o  o 

8o  o  o  o  o 
O  'd"  CO  o  o 


o  o  o  o  • 


O  O  O  O  ' 


ic^'^'— '?2'-i'#rHcg,— ii— I 


(N  O  CO  lO  eg  C^] 


eg  o  o  o  o 
CO  CO  o  o  o 

lO  CO  LO  Os  r-H 


a,-S 


:fcu 


Oh  E  Q  CJ  HI  £  c2 


« 

« 

I 

1 

1 

1 

§ 

i 

lO 

ii 

LO" 

"2 

o" 

o" 

ii 

so 

so 

CO 

c^ 

'"' 

■"^ 

g 

1 

1 

i 

so 

lO 

II 

so" 

LO" 

CO 

o" 

eg" 

so 

c-q 

so 

eg 

^ 

i 

§ 

§ 

2 

i 

i 

CO 

OsO 

Os 
lO 

s 

co" 

so 

eg 

lO 

'"' 

'"* 

■"* 

^ 

o 

^ 

"# 

so 

CO 

CO 

r-;  p 

CO 

s 

8, 

^ 

o 

^. 

CO^ 

i 

1—1  o 

■*■ 

co" 

o 

CO 

so 

o 

Os 

N 

^ 

1 

§ 

i 

1 

1 

lO 

eg 
ej 

o" 

'^ 

eg" 

CO 

so 

o 

M 

eg 

so 

^ 

Q 

^ 

Cv) 

eg 

^ 

eg 

.-H   O 

oo 

o 

s 

o 

§ 

ol 

^, 

d 

88 

^' 

s$ 

§ 

i 

s 

^ 

"" 

s 

i 

1 

§ 

£ 

n 

CO 

eg 

LO 

COO 

2§ 

•^ 

os" 

tr' 

so" 

'^ 

OS 

M3 

CM 

lO 

CO 

M 

lO 

OS 

^ 

Os 

1 

in 

SO 

r-  o 

o 

8 

in 

=0 

ei 

^ 

sg 

o 

so" 

r^ 

oT 

i> 

'~* 

(N 

lO 

00 

M 

eg 

lO 

^ 

^ 

Tf 

1 

in 

o 

o  p 

Os 

§ 

8 

§ 

ol 

w 

g 

§^ 

irt" 

i' 

1 

eq 

s 

g 

:     81 

Oh 
1 

[2 

3 

s 

o 

>^^ 

i 

1 

w 

p 

p 

« 

=3 

_c 

6 
o 

1 

1 
£ 

c 

S 

"1 

X 

.2  -2 

o 

li 

_o 

_>p 

1  i 

13 

1 

PS 
o 

1 
p 

o 

1 

(2 

1 

15 

3 

i 

CJCJ 

4->      -^ 

2 

"1 

in 
P 

g 

J 

c 

"a,  Oh 

6 

2 

en 

"cS 

H 

e 

1 

uu 

o 

O 

■s 

p 

H 

W 

H 

u 

p 

&, 

u 

(Ih&h 

Oh 

Ii 


8  g 


t 

11-2 

o 

II 

^^^ 

Ph 

"S?  1 

H 

•H 
•P 

n3 

2d 

S  S  B.2 

s. 

3^ 

H?;??^ 

^' 

■Fn-^ 

<;? 

<1) 

£-£  £  £ 

1  s 

"2  s  S  S 

t 

-  5^   - 

Table  20. --Replies  to  the  question:   "If  potato  flakes  continue  to  be  sold 
locally,  do  you  think  you  will  purchase  the  product  in  the  future?" 


Replies 

Users 

Aware-nonusers 

Percent 

89 
11 

Percent 

77 

17 
5 

■M^                                                                                                                   _____««. 

100 

100 

29^ 

278 

Table  21. — Replies  to  the  question:   "Are  you  planning  to  make  this  product 
steady  item  in  your  diet  or  an  occasional  item  in  your  diet?" 


Replies 

Users 

Aware-nonusers 

Percent 

kh 

53 

3 

Percent 

11 
60 
29 

TJo+     fl  c:r'(^r'1"ft  T  n^r?        r\r\ri^  +     Irnrvu 

Total     - ,.- --        -    - 

100 

100 

261 
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